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NEOPRENE 
OLES 


add extra life and comfort 


to air cushioned’ shoes by 


A trim, flat-seam moccasin toe gives a stylish 
touch to these “McCoy” brand oxfords by 
Holland-Racine Shoes, Inc. Special air cushion 
inner soles cradle the feet at every step. Soles 
and heels of resilient neoprene provide a bonus 
in extra wear and comfort. 

Neoprene soles resist oil, grease, chemicals, 
chipping and tearing. They keep their flexibility 
throughout the long life of the shoe. And even 
extremes of heat can’t cause neoprene soles to 
soften, spread or lose their trim shape. 


[his combination of comfort, good looks and 
rugged dependability makes neoprene soles the 
practical choice for quality work and safety 
shoes. You'll find them on most leading lines. 
Why not let this Du Pont synthetic rubber help 


sell your brand, too? 


Meloy 


COURTESY: HOLLAND-RACINE SHOES, INC., 
HOLLAND, MICHIGAN 


ONLY NEOPRENE SOLES GIVE YOU THIS 
BALANCED COMBINATION OF PROPERTIES 





@ Resistance to oils, greases and acids 


@ Resistance to flex-cracking—even at freezing temperatures 


@ Resistance to softening—even in extreme heat ° 


@ Resistance to abrasion, chipping iby 


°° E. 1. du Pont de Nemours 

es & Co. (inc.) 
. * Elastomer Chemicals Dept. BS-10 
Wilmington 98, Delaware 


Please send me your free booklet, 

REG. U. 5. pat. OFF “Neoprene Shoe Soles.” 
Better things for better living « * 
... through chemistry, ° Name 


Position 


WE OQ? RENE Firm 


— made by Du Pont Address 


e” for 25 years "ity 
s 


7 
FOR THE FULL STORY OF NEOPRENE SOLES, SEND FOR THIS FREE BOOKLET —7 
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BROWN 


SHOE COMPANY 









shoes, theyre shoes you can build your business on. 


We 


hand-pick 
the leather 
to make 
Brown Shoes , 
feelsofter {§ 
on your 
customers’ 


feet. 


Lannie V. White, leather specialist 
and 24-year Brown veteran, can tell 
you an animal's life history from just 
looking at and feeling a hide. 


BROWN 


SHOE COMPANY, 


duality at your feet 
—Ll Q? 





BROWN SHOE COMPANY 


Air Step * Buster Brown * 


St. Louis... Makers of: 


Glamour Debs by the makers of Buster Brown * 
Scout Shoes * Official Girl Scout Shoes * Life Stride * Westports by Life Stride * Naturalizer 
* Pedwin « Propr-Bilt * Risque * Robin Hood * Robinette + Roblee 


Quality at your feet "is the product of quality-minded people. 
And because our people build quality into every pair of Brown 






Official Boy 
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It’s the right combination. Strength where you need it. Economy where you can 
safely save money. 


Inseam stitches can be set tightly in the tough duck inner flange. The outer flange 
of fused fibrous material is securely bonded to the feather portion of the insole. It 
provides firmness to the rib to match the pulls of tight side lastmg and inseaming. 


There is no loose unanchored core in the upstanding part of 
PLIRIB. You can get a low tight seam without danger 

of sewing in an air pocket under a core. Inseam 

stitches are set in solid rib material. 


You can depend upon the uniformity of 
PLIRIB too. All cements are made under 
strictest quality control methods 

to assure continued satisfaction. 


FABRIC 


FIBRE 


It costs you nothing to find out how 
PLIRIB saves you money and im- 
proves quality. Call us today. 


PRODUCT OF B. B. CHEMICAL CO. 


P Shoe Machi S ti 
Dicwibeted by SEE nn nny Corporation 


Boston, Massachusetts 
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LEATHERS 


make them wonderful 
selling seasons 


§ 





BOA 


KID, CABRETTA, 
CLOVER CALF & KIP 








G. LEVOR & CO., INC. Tanners Since 1876 


Courtesy Metropolitan Museum of Art 


SOUTH SEAS COLORS in LEVOR 
CALF, SUNITA and TAN-ART SUEDE: 
Hibiscus, Tahiti, Fiji, Pago, Lagoon, 
Nude, Eye-Shadow Blue. 


MERMAID duotone grain in Hibiscus, 
Nude, Pueblo Yellow, Black and 
White. 


COQUETTE grain in colors as above. 


“THE WHITEST WHITES” in smooth 
Kid, Cabretta, Calf, Kip and TAN-ART 
Suede Kid. Safest, volume-selling 
color in Resort and Summer stocks. 


GLOVERSVILLE, N. Y. 
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IN STOCK ¢ IMMEDIATE DELIVERY 

























CHICAGO SHOE SHOW 
CONRAD HILTON 
PARLOR C—3rd FLOOR 


SPANISH DANCER 


Black Suede 

Black Patent Lacing 
Black Calf 
Gunmetal Lacing 


JULIE PEARLS 


Black Calf 
Gunmetal Pearls 


$6.35 


SAMBA BUTTON 


Black Calf ® ; 
Black Patent 
Navy Calf wud 
Briarwood Brown Calf 

Matching Silk Bow 


with White Button 
ei ewd Omg 
18/8 Pood 







CAPRI SPORT 


Black Suede 

Black Calf 

Perfect Brown Calf 
Matching Leather Bow 


$6.75 









18/8 







SEND ORDERS TO IN-STOCK DEPARTMENT, DEMOSETTE SHOES, WASHINGTON, MISSOURI 
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French Shriney wing tips 
1 
look Smart, fee] Wonderfy] eR 


Za/Z_ i= magniticen quality 


i sie 
8 built-in. * NOt rubbed on 


rance 


French Shriner 

look sma 

Their Magnificent 

18 built-in |, 


Slip-ons 
rt ~— fee] wonderfuy} 
Quality 

* NOt rubbed ons 


Black 
Textured Calf 
$22.95 
Other Styles from 
$19.95 


“Quality built in. ..not rubbed on’’... 


These words tell you quickly and accurately 
why French Shriner shoes are such a wise invest- 
ment. They tell your customers, too, in ESQUIRE, 
HOLIDAY, THE NEW YORKER and SPORTS ILLUS- 
TRATED. 


French Shriner advertising helps you sell... 
French Shriner quality keeps them sold. 


] RENCH . S FIl2INE R. 


443 Albany Street, Boston, Massachusetts 
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Now- 
New JARMAN Styles 
are cushioned with 
AIRFOOT! 


Just introduced—here are the REX- 
FLEX styles by Jarman Shoe Company, 
Division of General Shoe Corporation, 
Nashville, Tennessee. 










The clean, spare, thoroughbred lines of 
these shoes mask almost unbelievable 
comfort — thanks to advanced flexible 
construction and a heel-to-toe “pillow” 
of AIRFOOT cushioning that replaces 
the usual sole fillers. 









Yes, AIRFOOT has been chosen by 
Jarman, too—for this first foam rubber 
cushioning designed specifically for 
footwear has never let anyone down! 



















__ip—t, 







<tr + 


OTHER IMPORTANT A/RFOOT ADVANTAGES: 
How Jarman 
Cushions Rex-Flex 
Styles Without 
Adding Bulk: 


AIRFOOT doesn’t crumple, 
crumble, lump up or bog down, 
so can be applied as 

full-depth cushion instead 

of conventional sole 

fillers—in same space! 


Lighter-for-density than other rubber cushion- 
ings—yet the thinnest layer stands up! 


Controlled aeration—“‘breathes” all over without 
forming weak spots. 

Unvarying support—scientific compression ratio 
assures instant comeback for life of shoe! 
Proved quality— years in development, years in 
use under all conditions, assures customer- 
satisfaction. 


Note to shoe manufacturers: For samples and 
information on ease of application, contact: 
Goodyear, Foam Products Division, 
Akron 16, Ohio 


oe MADE 
GL G@OODFSVYEAR 


ANORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONING DESIGNED SPECIFICALLY FOR FOOTWEAR! 





eeeeeeeeveereeeeeeeeeeeeee 










Airfoot -T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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5% — 30 days; 
31 days net 


ra wre ‘ 
8 Toe Mg 98 
WRITE FOR NEW ‘ ss gh. Over 100 styles in sack 
CATALOG for ummediate delivery 


ALL MADE IN OUR MODERN FACTORY — Prices slightly higher west of Denver 





OE ORE 





TL pT eter: Gel RS 


MANUFACTURERS : 
Shwe Company PARAGOULD, ARKANSAS &f 
SALES OFFICES: NEW YORK: 933-35 Marbridge Bidg., 47 W. 34th St. 


ST. LOUIS: 409 Silk Exchange Bldg., 12th & Washington 
LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. 


SAN FRANCISCO: Kaye & Tieso’s Shoe Co., 51 First Street 
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Lie customer who stops to 
window-shop at this modern shoe 
store will have the feeling of being 
right on the sales floor. The wide, 
open expanse of the Pittsburgh 
Open-Vision Store Front presents 
no visual barrier, but instead draws 
the eye of the shopper right inside 
the store, encouraging her to come 
in and become a customer. 

Many retail store owners have 
discovered the powerful customer 
attraction of modern Pittsburgh 
Open-Vision Store Fronts and have 
installed them on their new or re- 
modeled stores. Take the Herbert 
Cox Correct Shoe Store of Balti- 





Put ‘sell”in window-shopping with a 


PITTSBURGH 





more, Maryland. Here Pittsburgh 
Polished Plate Glass was used for 
the large glass area, while Prrrco® 
Store Front Metal was utilized for 
supporting members. A HercuLitTEe® 
Door completes the installation. 
Architect: John Carroll Dunn, Bal- 
timore, Maryland. 

For more data on Pittsburgh 
Open-Vision Store Fronts and the 
ways in which they can be used to 
give greater eye-appeal to retail 
stores, just send in the convenient 
coupon. We will be more than glad 
to send you, without any obligation 
on your part, our new interesting 
store front booklet. 


PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS - FIBER GLASS 


PITES&UR GH 
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‘OPEN-VISION 
STORE FRONT 





Pittsburgh Plate Glass Company 
Room 7375, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pa. 


Please send me a FREE copy 
of your store front booklet. 







Sy 
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"WEATHER-ALL osu 3 
ey >.” 


BY PEEK-A-BOOT 














vv smartly styled, really durable 


vy easy on or off... itd a pullover 


vv adjustable loop fasteners 





820; 821 
STYLE NOS. | ben | Brown 


























FULL SIZES | 6-12) 6-12 





See Us at These Shows 
*Advance Spring Shoe Mar- _— 
ket Week, Room 774, Hotel LC 

Statler, Boston \ 
"Notional Shoe Fair, Rooms Cy 


“=| yo gBEK-4. poor iv“ 


Chicago 











1600 So. Flower Street, Los Angeles 15, Calif. 
47 W. 34th St., New York * 150 W. 63rd St., Chicago * 186 Lincoln St., Boston 


Pioneering the finest in plastic footwear from 4 locations to better serve you 
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Youth Market 





—The youth market is one of the most important areas 


for retail selling at the present time. 


—Everybody is talking about it. 


something about it. 


Many people are doing 


-The Student Marketing Institute researched this market 
very thoroughly and revealed some interesting facts at 
their recent fourth annual Student Market Clinic, con- 
cerning: Who the student, youth and teen age market is. 


What it is. 


—Robert M. Stelzer, president of S. M. L, 
“There is no one youth market. 
different markets all rolled into one .. . 
school, high school and college students. 


How important it is to U. S. business. 


indicated: 


It is three distinctly 


elementary 
Each group 


must be reached by its own media, be influenced by its 
own motivations and needs, and be sold through its own 


appeals. 


—“Qne exciting fact for advertisers stands out as the 
greatest common denominator of all students, from five 
to thirty-five! That is their willingness to try new prod- 
ucts and new ideas. They are not only willing, they are 
eager to spend money. And most of them have it. The 
nation’s forty million students spend somewhere in the 
neighborhood of twenty billions of dollars.” 


—What are you doing to Reach, Sell and Influence the 


student market? 
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VAISEY- BRISTOL 
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Ss eh ae 
: et. 
Sons 


SUMPING dacKS 


hand sewn vamp 


BY BRISTOL 


wane \ ))\ 


Lo 












BY BRISTOL 




















Coming Attractions 
at the 


CHICAGO SHOW 


Complete coverage 
of the ever-growing 
tots-to-teens market 


from ONE RESOURCE! 


Operate with smaller inventory ... 
avoid style and size duplications... 
obtain quick deliveries. Certainly the 
kind of operation that holds the key 
to better profits! Brand names 

built on the nation-wide reputation 
of Jumping Jacks and pre-sold 

for you by consistent and arresting 
national advertising. 


SEE US AT THE PALMER HOUSE IN ROOMS 679-680-681 


VAISEY-BRISTOL SHOE COMPANY 
Monett, Mo. 








..MOM DOES! 


Children’s shoe business is BIG business. 
But remember this: children don’t buy shoes 
... MOM does! 


That’s why E-Jays are advertised to mothers 
through that most powerful magazine, 
PARENTS’. There mothers read about the 
E-Jay features they look for in children’s 
shoes: Permacounters, the polyethylene 
counters that can’t break down...Guide- 
Step lasts... long wearing soles... and the 
famous PARENTS’ Seal. 


Mothers by the hundreds also write in to find 
out more about E-Jays, and the name of their 
nearest dealer. For that reason we have pro- 
duced a colorful new booklet that gives 
complete details. Entitled “The Story of 
Happy, Active Feet,’ it tells a real selling 
story about E-Jays. 


Be sure to get your free copy of the new 


SED 


Nationally advertised in [Gusa=0' 


| and E-JAY GUIDE-STEPS 


ENDICOTT JOHNSON CORPORATION 
Endicott 1,N. Y. St. Louis 2, Mo. 
New York 13, N. Y. 


E-Jay booklet. And if you’d like a look at 
this new, fast-moving line of shoes, check 
the box in the coupon... we'll send a rep- 
resentative at once. 


Priced to retail profitably at $595 to $695 
Infants’ styles $395 to $495 


1 
| 
I 
| 
i 


ENDICOTT JOHNSON CORPORATION 
Dept. B 
Endicott 1, New York 


Please rush my FREE copy of the new E-Jay booklet 
[_] Also send a representative to show me the new E-Jay line 


ee 
Store Name 
Street.......... 


City... 
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Fditorial Outlook 





HE Dutch country of Pennsylvania is known for 
fine quality of the children’s shoes it makes, and 

the industry and frugality of its people. In the 
heart of this lush countryside, on a heavily traveled 
highway, between Columbia and York, there is a furni- 
ture store with a large sign which boldly announces to 
the thousands of people who pass daily: 


WE ARE NOBODY 
But We Sell For Less 


It is something of a contradiction here in the midst 
of plenty, in one of the most prosperous communities in 
the country, to find such a frank appeal to price. And 
yet every day the emphasis on “buying for less” in- 
creases. And every day sees new stores dedicated to this 
low price philosophy open in all parts of the country. 

Presently this philosophy represents but a challenge. 
Eventually it could change the face of retailing completely ! 

In the midst of what appears, on the surface at least, 
to be an all-time high standard of living, why should 
there be such a growing emphasis on price? And why 
are consumers responding so strongly to this price appeal? 

Does it indicate a mass movement by consumers which 
eventually may circumvent the established order of re- 
tailing? Because families must have a second car, or a 
television upstairs, both of which are readily available 
at discounts, will they one day demand that other mer- 
chandise be as readily available through the same dis- 
count channels? 

The inroads which the discount house has made in the 
past year are difficult to appraise, but they have been 
extensive. Hardly a day goes by without a feature story 
in the daily press about them, or another discount oper- 
ation added to their advertising columns. And the news 
coverage of the discount house in weekly magazines has 
been particularly extensive. 

At this stage of the game, no one knows whether or not 
the growth of the discounters has been as spectacular as 
it has been painted in these news stories. But the amount 
of space devoted to stories about discount houses must 
cause readers to wonder whether or not they are making 
a mistake by patronizing other types of stores. 

Discount operators are anything but modest in their 
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Discount Rat Race 


claims about the rate at which their businesses are in- 
creasing. Discount houses, too, make good news copy, 
and they are being merchandised to the American con- 
sumer in “big league” fashion, Their impact is equally 
“big”! 

There is little evidence that discount houses have made 
any substantial progress in selling shoes, particularly 
branded shoes. The industry’s method of distributing 
direct from manufacturer to retailer has proved a stum- 
bling block to the discounter in his effort to get shoes. 
In the appliance field, many wholesalers welcome the dis- 
counter, not only as a liquidator of distress stocks, but 
as an energetic distributor of current models. In many 
cases, the wholesaler actually finances discount opera- 
tions. 

Competition among discount houses during the past 
year has been rugged. Apparently it will be more so. 
Many department stores have accepted the challenge of 
the discount house in appliance selling, and are slug- 
ging it out with them in the price arena with consider- 
able success. 

The present boast of the discount house is that it is con- 
stantly adding new items. The next phase of their opera- 
tion will be more concentration on soft goods, apparel 
and shoes. Discounters say that they are prepared to 
take on the additional services necessary to sell these 
items. They say they can retrain personnel, already skilled 
in discount operations, to effectively work in this new 
kind of selling, and still hold their prices. 

The real threat of the discount house to shoe retailers 
does not lie in the progress it has made in selling shoes 
thus far. And it is not a question of the discount house’s 
ability to obtain established brands within the next few 
years. The real threat lies in the fact that unintentionally. 
or deliberately, discounters are undermining the whole 
concept of retailing in the consumer’s mind. 

When a customer visits a discount store to buy an 
appliance at a drastic reduction, he may, as a matter of 
impulse, buy some shoes from the selection the discount 


house offers. Today the real danger is that the cus- 


tomer may become so indoctrinated with the discount 
philosophy that he will turn to discount houses first for 
the other goods he needs. When that time comes, if it ever 
does, discounters will sell branded shoes. They will find 

[TURN TO PAGE 63, PLEASE] 
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that will tell every Woman in America about: 
1. FULLY TRANSPARENT Rain Dears 
the all-time best seller : sg he 
2. The stunning new SATIN Finish Rain Dears. . | aoe it 
hottest NEW Rainboot hit on the market! ! OUR 
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EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC. 


Ideas 

SORAting 
FULLY TRANSPARENT 
so the beauty of your shoe 
Shows through . . 


3 heel heights 
FULLY TRANSPARENT in clear and smoke 


\ i, 
» 
r 


kun Dew in their stunning = 1 
= rue 
new SATIN finish “i Story! 
a brand new satin-like At y 
look of luxury. . 
3 heel heights in satin clear 


and satin smoke 


about 
: | : ’ ; 
AT NOTIONS, SHOE AND RAINWEAR COUNTERS EVERY WHERE — soe | | OM | | ye 


CHICAGO Sees aonean sn r* ® 
i 


NEW YORK LOE TI — ay “ie 
LUCKY SALES CO., INC. 105 ancetes (6.20 Rar) * f 
. ~~ 4 2 
> | ye | 





LOS ANGELES CHICAGO NEW YORK _. Shipping from 3 different points: 


941 E. Third Street 1247 S. Wabash 47 W. 34th Street LOS ANGELES, CHICAGO, NEW YORK 
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Blue Bonnet has the fit and 
quality that keep sales on the 
up and up. See and COMPARE 


. this complete juvenile line. 


See the New Enlarged 
Blue Bonnet Line 
at the National Shoe Fair. 
Rooms 739A-740A, 
Conrad Hilton, Chicago 


also 
Makers of 


hoes 
$5-*6 SHOES tr Bg 
Write, wire or phone collect today for complete information about a franchise in your city 
BLUE BONNET SHOES, INC., MANUFACTURERS + 5 FRANKLIN STREET, LAWRENCE, MASS. 
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The Women's Shoe Style Committee of the National Shoe Retailers Association 
shown above at their New York meeting are, left to right, Edward J. McDonald, 
executive vice-president, NSRA; Z. Albert Joseph, Joseph Salon Shoes, Chicago; 
Billie Howard Frankel, |. Miller & Sons, Inc., New York City; Clovis Saunders, 
Sommer & Kaufmann, San Francisco, presiding chairman; Edward R. Samuels, 
Samuels Shoe Company, St. Louis, and Joseph S. Stern, Jr., U. $. Shoe Corpora- 
tion, Cincinnati. Arnold Sommers, a member of the Committee not shown, is 
associated with Capezio, Inc., New York. 


New YorkK—A detailed style trend 
and buying forecast for spring and sum- 
mer, 1958, was issued by the Women’s 
Shoe Style Committee of the National 
Shoe Retailers Association following an 
all-day meeting in the Plaza Hotel here. 

In the fashion shoe category, em- 
bracing 14/8 to 24/8 heels, the commit- 
tee agreed that: 
¢ The tapered toe would continue to 
dominate though 1958 shoes would tend 
to be more opened up. It also foresaw 
closed shoes with openings, closed toe- 
open backs and more offerings of open 
toe-open backs on slim wood. 

* Treatments will be more delicate, 
moving away from bows and attached 
ornaments now prevalent and utilizing 
cutouts, draping and slashing, designed 
into shoe effects. 

* Heels will be varied in height, shape 
and thickness and reflect the occasion 
for which the shoe is to be worn, but, 
gradually at first, slightly wide base 
heels will be introduced. 

* Black patent will hold a leading po- 
sition. There will be less white and 
pale beige neutrals and less tan, while 
red and blue will lead “the bright 
parade.” 

Brights in combination were seen as 
sparking spring and summer offerings. 
The committee expected to see more 
highly polished leathers and less tex- 
tured surfaces and promotional stress 
on floral and striped fabrics in addi- 
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tion to solid basic colors. 

The committee’s consensus on the low 
heel fashion shoes category, embracing 
the area from flats to 14/8, was that: 
* The tapered toe has found general 
acceptance in all heel heights. The 
pointed toe, it said, begins to be sig- 
nificant on heels 8/8 to 14/8. 

* Opened-up sandals and thongs will 
leave a stronger mark on summer sell- 
ing. 

* Tailored styling will utilize thin 
crepe soles and keg-shape heels. 

* Black patent will be stronger and, 
in tailored flats, brushed leathers, re- 
verse-side and smoother buffed-on-top 
side textures, as well as punched 
leathers, will be more important. 

In this category also the committee 
saw greater use for straws and printed 
fabrics. It predicted that hot brights 
will replace, to a large degree, the pale 
pastels popular before, and it favored 
brights in combination for promotion. 

In casual shoes the committee noted 
the continuing influence of tapered-toe, 
thin-shaped wedges and the use of out- 
side heels. Though it thought the trend 
was downward for wedges, it said pres- 
ent fashion practice was not in line 
with this trend. Crepe and rubber 
soles will have greater influence in this 
category. 

In the classic sport category, em- 
bracing the moccasin, saddle, and the 
like, the committee said the volume 











trend was up. It said the trend here 
was a slimmer, lighter, more flexible 
shoe with novelty treatment, moving 
away from the classic. Also seen in 
the picture for the sports shoe were 
crepe soles, more buckles, Ivy League 
back straps, bubble and saucer saddles, 
Shu-Lok fastener types, sueded leath- 
ers, and fabrics. 


E. E. Taylor Purchases 
J. P. Smith Shoe Company 


FREEPORT, ME.—Millard S. Peabody, 
president of E. E. Taylor Corporation 
here, announced September 23 that 
E. E. Taylor has purchased from the 
J. P. Smith Shoe Company of Chicago, 
all inventories, lasts, patterns, dies and 
Smith trade marks. 

E. E. Taylor will become sole pro- 
ducers of the men’s British Walker, 
Hanan & Son, Cole-Haan, and Smith 
Synchro-Flex lines. 

Mr. Peabody stated that production 
of shoes with the Smith Synchro-Flex 
construction will begin in the Augusta 
and Freeport plants of Taylor on No- 
vember 1. It is also Taylor’s plan to 
implement merchandise groups of hand- 
shaped shoes as well as to lengthen the 
present in-stock line. 

Plans are now being made for an ac- 
celerated advertising program for the 
British Walker and Hanan & Son lines 
as well as for a more interesting 
Taylor-Made presentation. 

Howard Detmer, president of J. P. 
Smith, will join Taylor in an executive 
capacity. The Smith sales force, and 
some other members of the organiza- 
tion, will also be included in the Taylor 
setup. 

The pricing of Taylor-Made and 
Smith lines will give the independent 
merchant complete coverage from the 
middle price to higher-priced brackets. 





Estimated Shoe Production 
Ahead of September, 1956 


Naw York—August shoe production, 
it is reported by the Tanners’ Council 
of America, is estimated to have to- 
taled 54,300,000 pairs, somewhat less 
than the 55,123,000 pairs manufac- 
tured in August of last year. 

“Preliminary estimates place this 
month (September) at approximately 
50,000,000 pairs,” the Council further 
notes, “or 11 per cent more than the 
45,000,000 turned out in September, 
1956. Including these estimates, output 
for the first nine months totaled 455,- 
218,000 pairs or 1.4 per cent more than 
in the same period of 1956 when 448,- 
720,000 pairs were produced.” 
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Shoe Industry Flayed for Its Pricing Policy 


Boot and Shoe Workers’ Union Report Says Unless Downward Trend 
Is Halted, the Shoe Industry Will Low-Price Itself Out of Existence 


Boston—Unless the shoe industry 
reverses its habitual practice of trying 
to operate on sub-standard prices and 
profits, an increasing number of shoe 
manufacturers and retailers will find 
themselves in grave distress, according 
to a report just issued by the Econom- 
ics Research Division of the 50,000- 
member Boot and Shoe Workers’ Union, 
AFL-CIO. 

The report termed the shoe industry 
“a depressed - price, depressed - profits, 
depressed-wage industry that consis- 
tently lacks the conviction and courage 
te ask a justifiably fair price for its 
products.” 

“As a result,” the report said, “the 
industry has never been able to support 
a sorely needed technical research pro- 
gram. It has been unable to support an 
industry-sponsored promotional pro- 
gram of even modest size. It lacks the 
capital to invest in needed new plant 
and modern efficiencies. And it is able 
to pay only low-level wage scales that 
are one-third below the national aver- 
age—a fact that is causing a steady 
departure of skilled workers from the 
shoe labor pool. 

“In the past 10 years nearly 400 
shoe manufacturers have gone into 
bankruptcy with liabilities totaling $30 
millions. In the same period, some 800 
shoe retailers have gone bankrupt, with 
total liabilities of $13 millions. This 
does not include many hundreds of 
additional shoe manufacturers, retail- 
ers and wholesalers who have been 
forced to sell out or otherwise liqui- 
date due to inability to continue on an 
inadequate profit basis. This is a tragic 
mortality rate, due largely to down- 
pricing practices which destroy needed 
profits. 

“Each year, from 25 to 35 per cent 
of all shoe manufacturers operate at a 
loss or without profit, according to the 
Bureau of Internal Revenue. This is 
one of the worst profit records of all 
major industries.” 

Said the report, “The shoe industry 
is low-pricing itself out of a fair and 
deserved profit return. A large share of 
the industry—both at the factory and 
retail levels—lacks courage to face the 
reality of the need to raise its prices 
to provide the profit required to func- 
tion soundly. An abnormal fear of 
competition, and a lack of confidence 
in one’s own product values, has re- 
sulted in a cut-price and cut-profit 
policy that is leading to cut-throat con- 
sequences for many.” 

The report showed that over the 
past 10 years, 1947-56, wholesale or 
average factory shoe prices had actu- 
ally declined by three per cent, as 
compared with an average wholesale 
price rise of 42 per cent for all com- 
modities combined. 


“The Boot and Shoe Workers’ 
Union,” said the report, “firmly takes 
the stand that shoe business should and 
must raise its prices. In the nation’s 
inflationary trend the shoe industry has 
constantly tried to play hero in its 
anti-inflationary efforts. But today this 
hero, sorely undernourished, has ac- 
quired an unhealthy, emaciated appear- 
ance that bodes no good for its future 
as an industry.” 

“If industry know-how can reduce 
shoe prices through technical efficien- 
cies, this should by all means be done, 
and competition will see that it is done. 
But after efficiency has been raised to 
the highest level, and prices reduced to 
the lowest level, then the public, the 
industry and the national economy are 
best served by placing emphasis on 
quality values sold for a fair profit,” 
the report continued. 

“To assume that a cheap shoe sold 
at repressed prices will give the same 
satisfaction and value as a_ better 
grade shoe, is to deceive the public as 
well as to foster a huge self-deception 
on the industry itself.” 


Maine Leathers Sees Profit 
Soon; Committee Takes Helm 


DoverR-Foxcrort, Mre.— New con- 
struction, voluntary wage increases, a 
profit sharing plan, and management 
by committee were among the impor- 
tant decisions announced recently to 
the assembled employes of Maine 
Leathers, Inc., side upper tanners. 

G. Burton Davy, president of Beggs 
& Cobb, Inc., the parent company, told 
the employes that an expansion pro- 
gram has been authorized and that con- 
struction of the first phases, involving 
extension of the wet end facilities of 
the tannery, will be undertaken im- 
mediately. 

In speaking of the company’s profit 
sharing plan Mr. Davy said: “Each of 
you will, on January 1, become a share- 
holder in Maine Leathers’ profit shar- 
ing plan. You now will be a very defi- 
nite member of our ball team. We have 
had this idea in mind since we first 
started our new undertaking here, but, 
as you know, there has as yet been no 
profit to share. We have been busy 
building the necessary men, methods, 
and machinery with which to create 
profit. Now, I believe we are at the 
profit threshold. With our expanded 
facilities we shortly will be producing 
a large volume of leather. I am sure 
that we will be well on our way to a 
desirable profit in the coming year.” 

The general wage rise, announced by 
Ralph E. Nelson, operations manager 
of the parent company, provides for all 
employes wage rises ranging from 


five to seven cents per hour. “This in- 
crease,’ commented Mr. Nelson, “is 
the second voluntary general wage 
boost we have instituted this year. The 
other was in January, just nine months 
ago.” 

Mr. Nelson also outlined the com- 
pany’s committee- management plan 
whereby the firm’s four operating 
heads jointly assume the general man- 
agement function. The new manage- 
ment committee is composed of Robert 
Fulton, wet division administrator and 
plant engineer; John Goodes, dry divi- 
sion administrator; Merle Porell, in- 
dustrial engineer and office manager; 
and Chris Strandboe, personnel direc- 
tor and purchasing agent. 


Fannings Named by Gilbert 


Cxuicaco—Robert and William Fan- 
ning have been appointed sales repre- 
sentatives for the Gilbert Shoe Com- 
pany of Thiensville, Wis. The an- 
nouncement is made by Leo Molling, 
sales manager. They succeed A. Percy 
Wilson, who died early this past sum- 
mer. 

The Fannings are covering all of IIli- 
nois, as well as the Greater Chicago 
area, including the Gary-Hammond 
section of Indiana. Both of the Fan- 
nings have had long experience in the 
shoe business. They succeeded their 
late father, E. J. Fanning, in the opera- 
tion of Fanning’s Shoes in Oak Park, 
Ill. They still operate the store there. 


Heads Display Fixture Firm 


CHICAGO — Earl Dann has recently 
been appointed president of Dan-Dee 
Display Fixtures. He succeeds his late 
father, Eli Dann, who died this past 
summer. The firm specializes in dis- 
play fixtures for retail stores. 

Mr. Dann announced that the H. A. 
Bergren Company has been made a 
distributor for the Chicago area. Other 
distributors will be appointed in major 
cities during the next six months. 





Gairdner Elected President 
Of Davis Leather Company 


At a recent directors' meeting, Me 
Gairdner was appointed president and 
general manager of Davis Leather Com- 
pany, Ltd., Newmarket, Ontario and 
Davis Leather Inc., New York. 
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Fire-Blackened Sullivan Shoe Company Bows Out 


By MARDO WILLIAMS 


GEORGETOWN, O.— The P. Sullivan 
Shoe Company, 85-year-old shoe manu- 
facturer which once operated plants at 
Williamsburg, Bethel and Georgetown, 
O., is bowing out of existence. 

“We’re wrapping up loose ends, set- 
tling accounts and definitely will not 
resume production,’ commented Ar- 
thur P. Sullivan, president of the firm 
which lost its local plant Sept. 7 in a 
$1 million fire. 

Thi: village, however, is getting an 
assist from the 54-year-old Mr. Sul- 
livan who could not be swayed from 
his original intention to go out of busi- 
ness. 

He said he is donating the ground on 
which the 42,000 square foot one and 
two-story building stood to the town or 
to an industrial development council. 

Civic leaders said they would start a 
public subscription drive, establish a 
development corporation, sell bonds, 
and, if necessary, borrow money to 
erect a building “for any industry that 
can show us it is financially responsible 
and will provide balanced employment 
and decent income for our people.” 

All praised the P. Sullivan Shoe Com- 
pany record over the years. It was 
producing 1,500 pairs of shoes a day 
and paying out approximately $8,000 
a week to its 209 employes when fire 
of undetermined origin struck. 

Destroyed, in addition to the plant 
and equipment, were 27,000 pairs of 
shoes in the warehouse or in process 
stages, and a considerable stock of 
leather and materials, Mr. Sullivan 
said. The plant was insured. 

The company was founded at Wil- 
liamsburg, O., in 1872 by Patrick Sul- 
livan, grandfather of the present op- 
erator. The late William J. Sullivan, 
son of the founder, also was company 
president for several years. 

The original owner established his 
plant at Williamsburg and called his 
product “Pretty Shoes for Women.” 
However, the brand name of Pretty 
Shoes had not been used in recent 
years. 

“Our entire output had been going 
to customers with their own patterns 
and brand names,” Mr. Sullivan said. 
Only women’s arch shoes were pro- 
duced. 

Principal customers were Mont- 
gomery Ward and Company, and vari- 
ous chain retail outlets. 

No attempt will be made to sell com- 
pany goodwill, or other intangibles, the 
Sullivan company spokesman said. 

The family-owned industry had op- 
erated a shoe plant at Williamsburg 
until that building was destroyed by 
fire a few years ago. 

In the meantime, Mr. Sullivan said, 
the firm bought the old Cincinnati Shoe 
Company operation at Bethel, O., and 
operated it until 1945. 

The Georgetown facility was ac- 
quired in 1931, and plant additions 
were made in 1933 and 1936. “We were 
operating at capacity at Williamsburg 
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and needed more facilities,’ Mr. Sul- 
livan said. 

The company experienced its best 
business and biggest growth in the de- 
pression years of the 1930s. During 
the 1931 to 1943 period, the company 
was producing at the rate of 5,500 
pairs a day, and was always behind on 
shipments. 

Top employment was 955, with about 
half that number employed at the 
Georgetown plant. 

A number of factors contributed to 
Sullivan’s decision not to rebuild. 

He said he had wanted to retire nine 
years ago but consented to keep the 
Georgetown factory going as a conces- 
sion to the townspeople. 

But now, at 54, he said he has no 
desire to undertake a construction pro- 
gram or to battle for a place in the 
highly competitive market. He said 
the company last year lost money for 
the first time in its history. 

As a result, he insisted, “I absolutely 
am not going back into the shoe manu- 
facturing game, although there’s noth- 
ing within reason I would not do for 
Georgetown.” 

He originally planned to retire from 
business life but said he has decided to 
continue, perhaps as a salesman on a 
part-time basis. 

About 30 per cent of the more than 
200 employes were elderly persons and 
one of them had been with Mr. Sulli- 
van 42 years, here and at Williams- 
burg. 

Skilled personnel who have not 
reached retirement age have been of- 
fered job opportunities at the nearby 
Red Cross Shoe Company plant in Rip- 
ley, and at the Miller Shoe Company 
and Altman Shoe Company plants in 
Cincinnati, town spokesmen said. 


Consultant to Aid Shoe Women 
Stage Fair Fashion Preview 


CHIcaAGo—Tom Lee, an internation- 
ally-known designer, will serve as decor 
and staging consultant for “Inside 
Shoes U. S. A.,” a footwear fashion 
preview to be presented October 29, by 
Shoe Women Executives, Inc., at the 
1957 National Shoe Fair in Chicago. 

Mr. Lee, who heads his own consult- 
ing firm in New York, has had exten- 
sive experience in the fields of exhibit 
planning and theatrical design. 

Mrs. Jean Bandler, president of 
SWE, said the Shoe Fair fashion show 
will be based on a strong American 
theme, with red, white and blue as the 
predominant colors both in the shoes 
and in the decorations. 

She said though red, white and blue 
are considered the top shoe colors for 
spring and summer, 1958, all the other 
new footwear shades will be exhibited. 

The patriotic color theme also will be 
carried out in a special carry-home 
fashion notebook to be distributed to 
fashion show guests, 

The show will preview the latest 
styles in men’s, children’s and teen- 


ager’s footwear, as well as in the femi- 
nine category. 

Serving on the SWE Fashion Ad- 
visory Board are several of the nation’s 
top fashion writers and shoe designers. 


TOM LEE 


The fashion journalists are Dorothy 
Adams, of Charm; June Cuniff, of 
Harper’s Bazaar; Kay Hays, of Vogue; 
Meg ‘Markley, of Glamour, and Maggie 
Morgan, of Mademoiselle. 

The designers are Mabel Julianelli, 
of Julianelli & Company, New York; 
Beth Levine, of Herbert Levine, Inc., 
New York, and Margaret Clark Miller, 
of Margaret Jerrold, Inc., New York. 

Assisting the SWE are Annabel and 
Elspeth Bostock, designer and buyer 
respectively for Lotus Ltd., of Stafford, 
England. 

Mrs. Bandler said the SWE, in plan- 
ning the fashion show, has made a spe- 
cial appeal to the large number of men 
who will be attending the National 
Shoe Fair. 

Members of the SWE will serve as 
hostesses during the actual fashion pre- 
sentation. The show will be held on the 
third day of the National Shoe Fair at 
the Conrad Hilton Hotel. 


Shoe Sales Training Film 
To be Shown at National Fair 


CHICAGO—A special sales training 
film for shoe retailers, now under pro- 
duction by McCall’s Magazine, will be 
shown 18 times at the 1957 National 
Shoe Fair in Chicago. 

A McCall spokesman released the 
following schedule of showings: Sun- 
day, October 27—2 P.M., 3 P.M., 4 
P.M.; Monday and Tuesday, October 
28 and 29—10 A.M., 11 A.M., 12 Noon, 
2 P.M., 3 P. M., 4 P.M.; Wednesday, 
October 30—10 A.M., 11 A.M., 12 Noon. 

All showings will be held in Room 
19 on the fourth floor of the Conrad 
Hilton Hotel. 

A 20-minute color and sound pro- 
duction, the film was planned to ac- 
quaint shoe salesmen and manufactur- 
ers with the newest and most effective 
retailing techniques. At the close of the 
National Shoe Fair, the film will be 
released to shoe manufacturers and 
retailers for use in sales training con- 
ferences. 





Allied Kid Company Evolves New Patent Leather Finish 


BostoN—A new patent leather fin- 
ish, called Jupiter, has been developed 
by the Allied Kid Company here. For 
this tinish, made from an entirely dif- 
ferent material, and developed through 
experimental work over a long period 
of time, the company claims more dur- 
ability than that of conventional patent 
leather. It will also, it is said, mini- 
mize shoe-making problems in the fac- 
tories. 

Patent leather made with the en- 
tirely new finish has been used on 
many pairs of sample shoes, the com- 
pany announces, and the results have 
been “extremely encouraging.” 

“Of course,” said a spokesman for 
the company, “it will require many 
months of testing, seasoning and 
proving by all concerned. The company 
does not expect that any shoe manu- 
facturer will switch his production to 


this new product. On the other hand it 
is highly desirable that everyone try 
it out, make some shoes and give suffi- 
cient tests to prove its merit.” 


“Allied,” the spokesman pointed out, 
“is producing small quantities weekly; 
and since the interest in it is growing, 
they expect to increase production 
gradually. At this stage in the devel- 
opment of the new product, there is 
an extra cost which ranges from 12 to 
15 cents per foot, depending on selec- 
tion. It is expected, however, that as 
production increases, the additional 
cost will decrease.” 

It is emphasized that the company 
has hesitated to show this new patent 
leather to customers until “it was felt 
the product would not only work right 
but would retain the character and feel 
of our sterling patent leather.” 





New Line, Vive Promettes, Introduced by Saks 34th St. 


New YorkK—Vive Promettes, a new 
line of women’s style shoes, was recently 
introduced to the press in a specially 
created section of the women’s style 
shoe department at Saks 34th Street. 
The colorful decoration of the section 
and the packagings of the shoes illus- 
trated the promotion theme of living 
well and joyously— “pour la bonne 
vivant—pour la joie de vivre.” 

Speaking of the special features of 
this new line, Mr. M. Borkum from the 
factory, Radcliffe Shoes, Inc., in Brock- 
ton, Mass., noted the combination of 
American lasts, fit and shoemaking and 
Continental styling. 

Exceptionally light in weight, the 
shoes are made in a special construc- 
tion, have no toe boxing or inner sole 
and are unlined. At present they are 
being made over two lasts and heel 
heights, The 18/8 heel is used on both a 
tapered and a needle toe, the 22/8 on 
the needle toe only. A low heel shoe is 
being tried out in the factory. 

Special care has been used in the 
selection of leathers to insure extreme 





Father and Son Team Resign 
From Freeman Sales Staff 


Boston—Leon E. Kelley, Sr., who 
has been selling the line of the Free- 
man Shoe Corporation in New En- 
gland for 29 years, has resigned effec- 
tive October 1. His son, Leon E. Kel- 
ley, Jr., who has been associated with 
his father since his graduation from 
Holy Cross College in 1950, also has 
resigned. Both covered New England. 

The son, it has been announced by 
his father, will join the sales staff of 
the Danvers Shoe Company of Man- 
chester, N. H. There he will join his 
brother, George, who has been with 
Danvers for several years. 

Mr. Kelley, Jr., has been active in 
the affairs of the Boston Shoe Travel- 
ers Association and served two years 
as its president. 


lightness, softness and resilience. All 
the shoes are of kidskin, either grained 
or suede. Three colors are being used 
for the current fall season in the 
grained leather—black, Briarwood and 
Gunmetal; in the suede, black, gray and 
Vicuna. 

At present, the entire line is in pumps 
but work is being done on other types 
including open shank pumps. Sizes 
range from AAAA to C and 4 to 10. 

Saks 34th Street has the exclusive 
distribution in New York and here the 
price will be $14.98 only. The shoes 
have also been sold to Famous Barr in 


St. Louis, the May Companies in Los 
Angeles and Baltimore and Gimbels in 
Philadelphia. 


Leather Producers, Union, 
Sign Last-Minute Contract 


PEABODY, Mass.— A two-year con- 
tract was approved by Local 21, 
Leather Workers’ International Union 
and the Massachusetts Leather Manu- 
facturers Association, September 11, 
only eight hours before a strike was to 
have been called. 

Agreement was voted by 3,200 union 
members from the Peabody-Salem-Dan- 
vers area meeting in Buckley Stadium. 

The contract calls for a 16-cent-an- 
hour package. A six-cents-an-hour in- 
crease is retroactive to September 1. 
Another five cents will be added to 
wages September 1, 1958. There are 
provisions for an immediate three- 
cents-an-hour boost for insurance bene- 
fits, and two cents an hour for pensions 
effective January 1. 

The manufacturers’ original offer 
totaled 13 cents. The contract had 
been extended from September 1, when 
it had expired. The outlook for settle- 
ment continued very poor until almost 
the last moment. 


Fenn Joins Sterling Last 


LONG ISLAND City, N. Y. — The 
Sterling Last Corporation announced 
the addition of Al Fenn to its selling 
staff. Mr. Fenn was previously as- 
sociated with Delman, Inc., New York, 
for 11 years, during 3 of which he was 
plant superintendent. 





Miniature Shoe Exhibit Shoe Fair Feature 


Merrill A. Watson (left), executive vice president of the National Shoe Manu- 
facturers Association and Edward J. McDonald (center), executive vice president 
of the National Shoe Retailers Association, doubt whether a Cinderella can be 
found for the tiny slipper held by Barney Worthman, owner of one of the 
world's largest collections of miniature footwear. Worthman's collection, contain- 
ing more than 300 miniature shoes, will be displayed at the 1957 National Shoe 
Fair in Chicago from Oct. 27-31. A well-known figure in the quality casual 
footwear field, he began collecting scaled-down shoe models as a hobby. 
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J Tips on selling shoes 
Cushioned with 
new Cushion Cork 


COMPLETELY DIFFERENT MATERIAL, 


CONTAINS NO RUBBER 


Here’s an exciting new story to tell, about a new kind of comfort—deep- 
cushion comfort. New Cushion Cork® is a remarkable new cushioning ma- 
terial that contains no rubber whatsoever. It gives a new kind of comfort— 
cushioning in depth—DEEP-CUSHION COMFORT. 


The secret of this deep-cushion comfort 
is a revolutionary new way of combin- 
ing finely ground cork—nature’s own 
foam—with a newly developed binding 
material that’s as flexible as cork itself. 


New Cushion Cork compresses in direct 
proportion to body weight. When you 
stand quietly, Cushion Cork yields just 
enough to float your foot gently, yet pro- 
vides the support needed for comfort. 


/ 


Send for free, cube-shaped sample of this 
new material. Test the gentle, deep-cushion 
comfort of new Cushion Cork for yourself. 
Write Armstrong Cork Company, 6310 Del- 
awere Avenue, Lancaster, Pennsylvania. 


The new Cushion Cork is a visco-elastic 
material. It compresses under pressure 
and returns to its original thickness at 
a smooth, even rate. This makes it a 
natural, highly efficient shock absorber. 


When you walk or dance, new Cushion 
Cork yields proportionately more. It 
absorbs foot impact smoothly and then 
flows—not springs—back to place for 
truly luxurious, deep-cushion comfort. 


<a . 
By contrast, purely elastic shoe cushion- 
ing materials act like a spring. They 
bounce shocks back into the foot at 
every step and so tend to increase 
rather than lessen common foot fatigue. 


This comfort Jasts. Cushion Cork re- 
tains up to 4% times more cushion than 
conventional low-density materials of 
equal thickness . . . abundant protection 
against heat, cold, and hard pavements. 


Armstrong CUSHION CORK 


...the natural foam for deep-cushion comfort 














Advance Spring Shoe Market, New 
England Shoe and Leather Associa- 
tion, Hotels Statler and Touraine, 
Sa eee Sept. 29-Oct. 3 

Canadian Shoe ‘and ‘Leather Fair, 
Sheraton-Mount Royal Hotel, Mon- 
treal, Canada .... Oct. 13-16 

Annual Convention, ‘National Shoe 
Travelers Association, Hamilton Ho- 
tel, Chicago ...... Oct. 23-25 

National Shoe Fair, ‘National Shoe 
Manufacturers Association and Na- 
tional Retailers Association, Chicago 

Oct. 27-31 

Spring Shoe Show, Northwest Shoe Trav- 

elers Association, Hotel St. Paul, St. 


Paul . ...Nov. 2-5 


Detroit Shoe Fair, Michigan Shoe Trav- 

elers Club, Wolverine Hotel, Detroit 
Nov. 3-5 

Spring Shoe Show, Pacific Northwest 

Shoe Travelers, Olympia and New 





Washington Hotels, Seattle ....Nov. 3-5 
Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, Des M la. 
Nov. 10-11 


Shoe Show, The Ohio Shoe Travelers 
Club, Deshler-Hilton Hotel, Colum- 
bus, O. .Nov. 10-12 

Spring Shoe Show, Indiana Shoe Trav- 
elers' Association, Claypool Hotel, In- 
dianapolis .Nov. 10-12 

Spring Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 

Nov. 10-13 

Spring Shoe Fair, The Southwestern 
Shoe Travelers Association, Adolphus, 
Baker, Statler-Hilton and Southland 
Hotels. Dallas ...... Nov. 10-13 

Spring Shoe Show, Southeastern Shoe 
Travelers, Inc., Henry Grady, Dinkler 
Plaza, Peachtree and Piedmont Ho- 
tels, Atlanta .. -Nov. 10-13 

Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 


Sheraton, Pittsburgh f Nov. 16-19 
Pacific Travelers’ Shoe Show, Hotel Van- 
couver, Vancouver, B. C. Nov, 16-21 


Heart of America Shoe Show, Central 
States Shoe Travelers, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 

Nov. 17-19 

Shoe Show, West Coast Shoe Travelers 

Associates, Inc., Biltmore and Alex- 


andria Hotels, Los Angeles ....Nov. 17-20 


Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City . .....,.-Nov. 24-25 

Spring Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver Sere | Me 

Grand Rapids Shoe Fair, Michigan 
Shoe Travelers Club, Pantlind Hotel, 
Grand Rapids, Mich. ........Nov. 24-26 

‘Spring Shoe Show, The Middle Atlantic 
Shoe Travelers’ Association, Inc., Ben- 
jamin Franklin Hotel, Philadelphia 

Nov. 24-27 

‘Spring Shoe Market, Midwest Shoe Trav- 
elers' Association. Morrison Hotel, 
Chicago . .Nov. 24-27 

Popular Price Shoe Show of America, 
Hotels New Yorker, Sheraton-McAlpin 
and the New York Trade Shoe Build- 
ing, New York City .. ... Dee. 1-5 

Tenth Factory Management Conference, 
National Shoe Manufacturers Associa- 
tion, Netherland Plaza Hotel, Cincin- 
"Saga Naaate sh .. Feb, 15-18 
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Amalgamated 


eathers star in 
ashion shoes... 





write for stylograms from Amalgamated 
71 West 35th Street, New York 1, N. Y. 





AMALGAMATED LEATHER COMPANIES INC. 
WILMINGTON 99, DELAWARE 





The New Modern 
SHOE TREE 
by 
C. S. PIERCE 


PRODUCED BY PIONEERS IN THE 
MANUFACTURE OF SHOE TREES 


DEVELOPED SPECIFICALLY FOR 
MODERN DAY MEN'S FOOTWEAR 


Combines all the features of heavy weight 
wood trees 


CHECK THESE FEATURES OF THE NEW 
Aero-Lite MEN'S PLASTIC SHOE TREE 


@ EXCELLENT FITTING QUALITIES 


Designed by expert last and shoe tree manufacturers . . . Three 
sizes to fit all standard shoe sizes. Completely automatic. Split 
forepart with expansion spring to fit all regular widths. Handle 
has automatic spring for length expansion. 


@ LIGHT WEIGHT FOR NEW LIGHTER SHOES 


Adaptable to new shoe fashions. Saves you up to 50% on trans- 
portation costs. 


RICH MAHOGANY WOOD-GRAINED EFFECT 


Hardly distinguishable from heavy, wood shoe trees. 


PRICED FOR QUICK TURN-OVER, GREATER PROFITS 


$1 00 May be sold profitably to consumers at approximately $1.69 a pair. 


PER PAIR FINELY CONSTRUCTED AND FULLY GUARANTEED 


Provides lasting durability with modern lightness. Guaranteed by 
shoe tree manufacturng specialists. 


Fill out coupon at right 


for immediate shipment Coe Soe eee 


yi i it I. ir. 
Individually boxed in pairs and cased in 18 . Standard 10 pale weno wally at 9)00 per pete 


pair units containing: three pairs number PON TMR. Shai css 
three (small) . .. 10 pairs number four (me- 

dium) . . . five pairs number five (large) . . . 

Standard 18 pair case may be shipped Par- 

cel Post. 


..Order No. 


S. PIERCE COMPAN Y 
278 Montello St., Brockton 62, Mass. 
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Soft, versatile Devon Calf by Lawrence gives 


loX=¥-(enehael > 40) a-1-1-}[o]emm comm dall—miilolaiem-llm\ane)el-lata el a. 


~Yaalolgeliel-1e-re mole laal or 


Pcie s 


Devon Calf by Lawrence, as this graceful shoe 


illustrates, will respond to a designer's slightest 
whim... brightest ideas. 


A.C. Lawrence Leather Co., a division of Swift & 


Company (Inc.), Peabody, Massachusetts. 


rOn 


CALFSKIN 


THE BETTER PART OF BETTER. SHOE® 
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for the Wright profit 
Ask the man 


Tony Helweck, Innes Shoes, Los Angeles, says: 
“Having fitted these fine shoes for over thirty years, and 
having made many thousands of friends doing so, ‘It’s 
Wright for me.’ 

The name Wright Arch Preserver has been so indelibly 
impressed in the minds of foot conscious and style con- 
scious men that sales have increased tremendously. 
Explain the features, and your customer is sold.” 


Nick Fix, Robinson’s, Kansas City, says: 

“Four reasons why it is a real pleasure to fit and sell 
Wright Arch Preserver Shoes. One, they are easy to fit. 
Two, men appreciate their comfort and wear. Three, we 
get excellent repeat sales. Four, good profit because of 
practically no markdown. Discuss one and two with your 


customer, three and four take care of themselves. . . 
automatically!” 


Homer Culver, Howard Culver Shoes, Eau Claire, 
Wisconsin, says: 

“We like to sell Wright Arch Preserver Shoes because of 
the absolute integrity of the product. Our customers in- 
variably repeat because they have discovered that the 
four features are not a sales gimmick, but really add to 
foot comfort. Wright Arch Preservers have made count- 
less friends and customers for our store.”’ 


Bill Siet of Katzinger Shoes, Atlantic City, say 

“It has always been a great pleasure to sell Wright Arch 
Preserver Shoes because I know from experience that 
they surpass every other line in comfort and ease of 
fitting. Not only that, — but once a customer wears them, 
he will continue to wear them for the rest of his life.” 
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story... 
who fits them! 















1 Famous Wright 
Arch Preserver Shank 
2 Metatarsal raise — 
for weight distribution 
3 Flat forepart — 
permits foot exercise 
4 Heel-to-ball fitting — 
shoe fits to foot action 






Finely stitched, 
moccasin toe styling—Smooth Calfskin, 
Flexible, Lightweight. In Brown (style 396) 

In Black (style 397) In Wine (style 398) 


Who sells Wright shoes? That’s easy: invariably, the alert, successful community 
business leader. A Wright franchise is a matter of pride and profit to him — for 

four big reasons. There’s prestige in selling famous Wright Arch Preserver 
Shoes for Men! There’s personnel skilled in fitting — has to be, because perfect fit 

is the watchword at Wright! There’s customer loyalty, with the highest repeat sales 
in the industry! There’s exceptional factory backing — speedy fill-in service! 

There’s more! With Wright know-how you can be sure of: 1. Unsurpassed styling. 
2. Superb craftsmanship. 3. Comfort features found nowhere else. 

If, then, you’re interested in the Wright line, if you have qualified fitters, if you’re 
looking for America’s most reliable and profit-sure shoe, perhaps you should be a 

franchised Wright Arch Preserver dealer. Why not write to us? 


Advertised in Time, 
The New Yorker, \ \ } , 
Sports Illustrated 


In Rooms 633-634, Palmer House wh. VL OLLI LE, 


during the National Shoe Fair. 
E.T. Wright & Co: Inc., Rockland, Mass. 
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contact my 


genuine Australian 


qaroo 


IN STOCK 


for immediate delivery 


, 





HURD SHOE COMPANY 


101 FIRST STREET 
UTICA-NEW YORK 


STYLE NO. 2707 
Black Kangaroo, 
Cushion Insole, 
Cookie Arch, 
Orthopedic Heel, 
Leather Sole, E 
& EEE, 6 to 12. 
$6.75 


STYLE NO. 2750 
Black Kangaroo, 
Cushion Insole, 
Cookie Arch, 
Orthopedic Heel, 
Leather Sole, E 


HURD SHOE COMPANY, Inc. & EEE, 6 to 12. 
" $7.50 


101 FIRST STREET + UTICA, NEW YORK 


Boot and Shoe Recorder 








Shoe Salesmen Near Top 
In Apparel Field 





No Consumer Credit 
Control in Sight 


White Collar Drive 
Postponed by Unions 





\arvitniriicis Newsreel 





by George H. Baker 


Wages paid those who fit and sell shoes are above the average wages 
paid sales personnel in the apparel and accessories trades, a new govern- 
ment report shows. 

Shoe sales people earn more, on the average, than those who sell 
women’s ready-to-wear, but somewhat less than those selling men’s and 
boys’ clothing. And shoe earnings are 15 cents an hour over the average 
wage paid throughout the apparel and accessories trades. 

These are the conclusions reached by the federal government in a new 
study of retail wages in selected trades. The study, based on earnings in 
October, 1956, was made by the Bureau of Labor Statistics, U. S. 
Department of Commerce. 

Here is what the government found to be the average hourly earnings 
in the three principal divisions of the apparel and accessories trades: 


Men’s and Boys’ Clothing ................ . $1.59 
ee See. Ce cm .. $1.47 
Women’s Ready-To-Wear .................. $1.19 
Apparel & Accessories (All Above)... . . $1.32 


As might be expected, the government study shows that earnings 
vary in different parts of the country. In addition, they vary with the 
size of the firm. And, of course, they vary depending upon the number 
of hours worked. 

The best-paying sales position in a retail shoe store, according to the 
study, would be in a store that is one of from four to ten outlets owned 
by the same firm and located in a large metropolitan area in the West. 

Additional facts contained in this new report will be presented in the 
next issue of Boot AND SHOE RECORDER. 


Government rules over consumer credit aren’t in sight, despite the clamor 
for them from some congressmen. 

As a result, any restraints over consumer credit will be purely volun- 
tary on the part of purchasers. The government doesn’t have authority 
to dictate the terms applying to installment credit or charge accounts, 
even if it wanted to impose such rules. 

Senator Joseph C. O’Mahoney, D., Wyo., is one of those demanding 
that Congress write a new law to govern consumer credit. O’Mahoney 
claims that President Eisenhower’s appeal for “selective and careful” 
buying by the public won’t have any effect. Only way to slow down 
buying is to write a new federal law on the subject, he says. 

Federal control over consumer credit in the past generally has had 


the effect of slowing down or postponing planned purchases by consumers. 


Labor has temporarily shelved its plans for a big organizing drive among 
office workers. Campaign had been set to get a heavy promotion push 
this fall. But the doubts and uncertainties raised among the rank and 
file by the Senate rackets investigators has caused labor leaders to put 
“on ice” their long-range plans for bringing the nation’s 13 million un- 
organized white collar workers into the AFL-CIO fold. 


The drive is not by any means abandoned. Stanley Ruttenberg, 












Washington 


New Drive Needed on 
Private Pension Plans 


**Confliet of Interest”’ 
On Way Out? 





Newsree ll ¢ ¢ ¢ (continued) 


AFL-CIO research chief, says organized white collar workers will one 
day become the largest single organized bloc of workers in the U. S. 

What the AFL-CIO chiefs have in mind as their prime target is the 
large blocs of white collar workers in industrial locations, insurance 
companies, banks, and finance companies. There are about 13 million 
in this group. 

Up to now, there are only about 3 million organized white collar 
workers, chiefly newspaper reporters, actors, teachers, postal clerks, and 
retail workers. 


Legislation to give dealers and other self-employed persons tax assistance 
to help them set up private pension plans needs your backing. The 
measure failed again this year, largely because of inadequate support. 

Under the provisions of legislation still pending in the House of 
Representatives, you could defer income taxes on up to $5,000 a year or 
$100,000 during your working life if the money were put in a restricted 
retirement program. The money would be taxable when you retire, but 
at a much lower rate. Merchants, wholesalers, salesmen, and professional 
men would be covered. 

The Treasury Department opposes the proposal on the grounds it 
would cost the government $430 million a year, and would not benefit all 
taxpayers equally. 

How would this proposal help you prepare for your retirement? Ask 
your congressmen and the House Ways and Means Committee to support 
the plan. Get your local business organizations to add support, reminding 
the members that most of them would benefit. 


Congress next year may make it easier for good men to accept responsible 
jobs in Washington. 

Under the present “conflict of interest” law, the government is finding 
it increasingly difficult to get qualified men willing to make personal 
sacrifices in order to serve their government for limited periods. 

President Eisenhower recently spoke with some feeling on this subject. 
He pointed out some of the headaches his Administration has had in 
trying to get the best men in industry, in labor, and in business to serve 
in government posts. 

(It should be pointed out that previous administrations in Washing- 
ton have experienced the same headaches. The problem is bipartisan.) 

As Ike-men know all too well, accepting a high-ranking job in Wash- 
ington means taking a leave from the existing position, working for a 
lower salary, uprooting the family and moving to Washington, being a 
target for the abuse of politicians, making public all details of personal 
investments, and often returning to the old job to find themselves out 
of the swim of events. 

Is it worth it? Is it any wonder that hundreds of competent business 
executives every year send a polite “no” to a White House invitation to 
accept a responsible position? 

Ike says he hopes Congress will review the “conflict of interest” law 
next year and rewrite it so as to make federal positions more attractive. 

[TURN TO PAGE 56, PLEASE | 
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Ships Don’t Just Come In... 
Somebody Has To Steer Them 


Some shoe business folks have a funny idea about 
labor unions. They believe a labor union’s main ob- 
jective is to get all it can—to take and to contribute 
nothing to the industry from which it “takes.” 


So when a union, such as ours, is giving its money and 
efforts to help sell more shoes, we hear some skeptics 
asking, “Why? . . . What’s the gimmick? . . . What’s 
in it for them?” 


Here, simply, are some of the answers: 

First, before we can create a more shoe-conscious 
public we must create a more public-conscious shoe 
industry. So part of our own program is designed to 
arouse the industry to this vital fact upon which a more 
prosperous industry can be built. 

Second, we believe that everyone who earns his liv- 
ing from this industry has a personal stake in it—a need 
to help make it a more prosperous industry. This means 
our time, money and efforts to (a) help sell more shoes; 
(b) to help create better public appreciation of shoe 


values. 


Third, the prosperity of an industry rubs off on every- 
one in it. So by helping our industry we can help im- 
prove the wages, security and future of the industry’s 
230,000 shoe production workers and their families. 


These are “selfish” interests—but in the same way as 
management’s desire for higher volume and profits, or 
America’s desire for a higher standard of living, is 
“selfish.” It’s a healthy kind of “selfishness” because 


it’s good for everybody. 


Our union has allotted $100,000 a year for this “pub- 
lic education” program on shoes. Yes, it’s a small 
budget for such a big job. But it’s still the biggest budget 
working toward this end in the entire industry. From 
the hundreds of nice letters we’ve been receiving from 
shoemen—yes, and from consumers, too—-from all over 
the country, we can say the results so far have been 
worth the effort. 


But we can’t do the job alone. The industry can’t 
expect to get its full potential share of the consumer 
dollar by sitting back and waiting for it to float in on 
the tide. 


Ships just don’t come in. Somebody has to steer them. 


This union is doing what it can to help steer more 
shoe business to our industry. Would you like to know 
what you can do? 


THE BOOT AND SHOE WORKERS’ UNION, AFL-CIO 


John J. Mara, Pres. 


246 SUMMER STREET © BOSTON 
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ion displays a stroke of genius in “Critique” 


ona completely new last, flat at the toe, and very 
slightly squared off ...a Classic shoe, perfect for 


the outdoor scene. Pictured in HUBSCHMAN’S CALF 
#3357 Briarwood 


available also in #3397 Lava, 
#564 Beetroot, #354 Ascot Gray, 
#575 Walnut and Black... by 
Julianelli, New York 1 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 » FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 
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oice of the [rade 





A. B. COHEN, president of the United 
States Shoe Corporation of Cincinnati, 
Ohio, told the audience at the recent 
National Shoe Manufacturers’ Associ- 
ation Merchandising Clinic: “Nothing 
ever happens in any business until 
someone takes an order. Today, more 
than ever, selling needs to be revital- 
ized . . . needs to be creative. By 
creative selling, I mean not only tak- 
ing an order from a customer, but 








. give 
him some thoughts upon which he can 
build a more profitable business on 


leaving him with sales ideas. . 


your line... . 

“Creative selling requires head-work, 
but foot-work will make our head- 
work produce the maximum results 
always. 

“Creative selling demands a creative 
sales force—an_ enthusiastic _ sales 
force—enthusiasm for the company 
you represent—enthusiasm for the 
product you are selling. 

“In creative selling we must create 
working plans for accounts of various 
sizes—small, medium, large. It is 
more or less a custom built job. The 
plan in Chicago will not work in 
Shamokin. We must not only present 
ideas and plans to the merchants, but 


show him how he can best apply them 
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to his particular business in his par- 
ticular town. Each account must be 
treated as an individual—understand 
his problems and help him solve them 
—and once you gain his confidence, 
and when he understands you are 
there to render a service rather than 
to make a sale, he will lean on you 
and have more interest in your line, 
because you are doing a job that de- 
serves that type of consideration. 
“Today, more than ever, business 
needs courage, confidence and fore- 
sight. Courage to go ahead. Confidence 
in our product and the company we 
represent. Foresight to recognize the 
many opportunities that lie ahead.” 
* * * 

“What does the retailer need from the 
manufacturer?” was one of the ques- 
tions that came up for discussion in 
the question-and-answer period im- 
mediately following the 
speeches at the recent National Shoe 
Manufacturers Association member- 
ship breakfast meeting. EDWARD 
McDONALD, executive vice-president 
of the National Shoe Retailers Associ- 
ation enumerated: (1) Prompt deli- 
(2) Established 
and where practical, for the quick 
(3) Faster 
delivery on make-up, fill-ins. (4) 
Manufacturers’ representatives could 


principal 


veries. in-stock, if 


filling in of reorders. 


give advice and information to re- 
tailers in distant localities who do not 
feel the first impact of new fashion 
trends. (5) Provide a better mark-up 
for retailers, wherever possible. (6) 
Offer fashion 
knowledge and aids to retailers so that 
they in turn can pass it along to their 


more merchandise 


buyers and salespeople and keep them 
better informed at the point of sale. 
(7) Be more selective in outlets when 
disposing of surplus stock. (8) Work 
with retailers in understanding their 
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style problems and supplying their 
needs if and when practical. (9) With 
regard to branded lines—allocate a 
greater proportion of the advertising 
budget for use at local level. (10) 
Continue to find ways and means of 
eliminating heel breakage. 





The MADEMOISELLE 


citation to 
GABRIELLE CHANEL, this year’s 


sole recipient of the Neiman-Marcus 


Fashion Award recognizes “a rebel 
who revolutionized feminine fashion.” 
Emphasizing the past, present and 
future of one of the world’s remark- 
able careers, it reads: 

“To the great innovator who emanci- 
pated the feminine silhouette; who 
was the first to recognize that the 
casualness of the Twentieth Century 
must be reflected in the clothes women 
wear; who elevated the status of cos- 
tume jewelry to a position of fashion- 
able respectability; who was the first 
to bring perfume from the chemist’s 
shop to the couturier’s boutique; who 
was never afraid of being copied; who 
as an ex-champion had the courage to 
stage a successful fashion comeback 
in 1954, whose past accomplishments 
have had a tremendous influence on 
. . to Chanel for her 


fu- 


present fashions . 


contributions past, present and 
ture.” 
Chanel’s choice to receive the oldest 


ic See 


Oscar of the Fashion Industry” .. . 


award of its kind in existence . 


underlines the lifelong influence she 


has had on fashion and dramatizes 


her return to the design world in 1954 
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after a 15-year lapse. The lapse, how- 
ever, didn’t 
“Chanel look” had already become 
internationally renowned. 

Today, she remains true to the prin- 
ciples of clothes design she articulated 
years ago: “I want women to look 
pretty and young. A dress must be 
made like a watch. If a tiny wheel 
does not work, make the watch or the 
dress over. A dress isn’t right if it is 
Elegance in clothes 


come until after the 


uncomfortable. 
means freedom to move freely.” 
* * * 
® More on the subject of “What Does 
the Retailer Want from the Manu- 
facturer?”. . . . GEORGE ECCLES- 
INE, New York sales representative 
for Gerberich-Payne Shoe Company 
of Mount Joy, Pennsylvania, stated 
that “Retailers want, in the truest 
sense of the word, SERVICE. Im- 
portant improvement can be made in 
ordering methods, in keeping stock 
up to date, and on the whole problem 
of filling in the retailer’s stock weekly. 
Also wanted is effective display ma- 
terial and advertising. Fifty percent 
of the promotional material supplied 
is delivered by salesmen, so he is in a 
key position to do some intelligent 
work in solving display and advertis- 
ing problems of the retailer. Finally, 
the retailer wants ‘soft sell’ from the 
manufacturer. He does not want sales- 
men who high pressure an_ initial 
order and run.” 
* * * 

* GEORGE RIVERA, manager of the 
Service Shoe Store in West Warwick, 
R. I., says: “I believe we should have 
more shoes with 12/8 heels. We have 
many customers who want and ask for 
this height. We have found that the 
height of the heel often swings the shoe 
sale. A good heel of this type appeals 
t a great many women and induces 
them to buy the shoes. On the other 
hand, the extremely high and slim heels 
do not have as much appeal. At least 
that is how its affects our operation. 
We are getting a number of complaints 
on the new narrow heels. Some of the 
women who have bought them report 
the new heels are not comfortable at 
all. My feeling is that the slim heels 
represent too much of a change from 
the heels the women have been used 


to.” 
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Profile.... 


by ESTELLE G. ANDERSON 





66 O MAINTAIN the high standards of quality and service to our 
customers that have become the tradition for our store ever 
since it opened ‘On the Square’ in 1903” is the chief ambition of 

Fay and Terry Cates of the Wright-Scruggs Family Shoe Store in Spartan- 

burg, South Carolina. 

Fay Wright Cates is the daughter of Walter DuFay Wright who, together 
with Charles Scruggs, founded the business in 1903. When Mr. Scruggs 
died, the business was bought by Mr. Wright and he continued as owner 
until his death in September 1956. He had, however, retired from active 
management in 1948 at which time Fay and her husband, Terry Cates, took 
over, They attribute their success to the personal factor as much as any- 
thing else and say: “We specialize in personal service and expert fitting by 
an educated, trained sales force. We start with the tiny infants, carry them 
right on through schools, careers and matrimony and boast that we are now 
serving a fifth generation . . . with four generations now living and shopping 
with us. Our customers are our friends and really enjoy visiting in the 
informal, congenial atmosphere of Wright-Scruggs.” 

Only the location has remained the same for more than half a century. 
Everything else has kept pace with progress and modern efficiency. The 
store is attractive, air-conditioned and sells only brand name, nationally 
advertised merchandise at standard prices. For the children there are Ed 
White Juniors, Jumping Jacks, Simplex Flexies, Lazybones, Jr. and Sr., 
Hood tennis shoes and Sun-Step sandals. Women’s lines include Dr. Locke, 
British Walkers, Fiancees, Air Steps, Customcraft, Selby Arch Preserver, 
Fayettes, Clinic, Penobscot Trampeze, Hood and Daniel Green. For the 
men there are Edwin Clapp, Howard & Foster, Freeman, Wolverine work 

[TURN TO PAGE 60, PLEASE | 
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HOE business, wincing with the tightening pincer 

movement on costs and profits, talks about 
greater need for operating efficiency. Yet right 
before its eyes a torrent of time and money is spilling 
over into a vast pool of waste. The waste is in retail 
selling time. 

Each year, some 800 million people go into retail 
shoe outlets. It’s estimated, and conservatively, that 
about 10 minutes of each customer’s time in buying a 
pair of shoes is “wasted” time. Waste or lost time, 
for example, in the customer being uncertain as to the 
kind of shoe wanted; or the store not having the 
wanted size or last or heel height or style; or in the 
trial-and-error procedure of fitting shoes or selecting 
styles; or in the customer roaming from store to store 
seeking what she wants. 

Ten minutes times 800 million customers comes to 
eight billion “lost” or wasted minutes. That’s 134 
million hours . . . or 5,600,000 days . . . or 15,342 
years. Multiply that times an average of $4,000 a year 
salesman’s wages. It totals $600 millions. 


Fantastic but True 


Fantastic? Of course. Yet tragically true. Each year 


a loss of over 15,000 years in non-productive selling 
time. But this situation isn’t to be measured in tangi- 
bles alone. For example, when the store doesn’t have 
the right size in the wanted shoe, we have a dissatisfied 
or displeased customer. Or, when the salesman goes on 
a style-hunting or size-hunting safari through the 
stock room, a growingly restless and impatient cus- 
tomer is no asset for the store. 


There are a lot of reasons for this staggering waste 
of non-productive selling time. Some are curable, some 
aren't. Let’s talk about some of the curable ones. 

Take sizes. It’s an old story—not enough sizes in 
wanted styles to do the job. Some of it’s due to store 
laxity about fill-ins. Some of it’s caused by too wide 
a spread on styles but no depth in sizes, a case of in- 
efficient buying. In both instances the cure is obvious. 
Maybe it’s human nature. Excessive cigarette smoking 
may cause lung cancer, and excessive drinking may 
cause cirrhosis of the liver. But a lot of people, know- 
ing these consequences, smoke or drink too much just 
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Selling Time Waste 


Believe it or not—each year it costs shoe business 15,000 years 
and $600 millions in “lost” or wasted shoe selling time. 










the same. The same with shoe business. Lack of sizes 
causes lost sales and dissatisfied customers. But lots of 
shoe stores, knowing the consequences, continue to 
do business that way. 

Take styles. This, too, is an old story. Sales success 
(and saving in time) is built upon seasonal selection 


of the right styles, wanted styles. Lack of wanted 
styles runs into non-productive selling time—time 
wasted for the store, salesman and customer. Some 
stores try to “cure” this by spreading their buy over 
a wide selection, so they'll have something for every- 
one. This is blind buying. It needn’t be if the store 
uses the same careful style alertness and buying meth- 
ods as the successful stores. This cuts waste in selling 


time and sells more shoes. 


Customer Indecision 


Take customer indecision in buying shoes. The 
customer who comes in and says, “I’d like something 
in a pump” .. . or even more vaguely, “I'd like to 
see something in a dress shoe.” Here starts the pain 
ful, wasteful process of parading out countless pairs 
of shoes until one strikes the customer’s fancy. We 
know of one very successful shoe store that whipped 
this despairing situation to a large degree. Following 
the customer’s vague request, the salesman sits down 
and asks several important questions: What kind of 
costume will the shoe be worn with? For what purposes 
or occasions? With what colors? Then he makes sug- 
gestions. In this way they’ve settled on some specific 
ideas that can be translated into a few specific shoes. 
Selling time in these instances is cut by more than half 
because the salespeople are attuned to fashion co- 
ordination information. Customers like doing busi- 
ness in these stores. 

Lack of proper sales training is a major time- 
killer. It results in inefficiency in fitting, in selection 
of lasts and sizes and styles, and incompetency in 
selling. For the shoe salesmen’s job is to sell as well 
as to fit shoes. 

Turnover of sales personnel (fairly high in shoe 
business) is another time-killer. It costs money to 
break in new salesmen, or even experienced ones. Lack 
[TURN TO PAGE 57, PLEASE] 
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All the Shoes Fit to Print 


OLOR will play a very big part in styles for 

Southern Resort and Cruise wear. The news 

lies in the many prints—both warp and screen 
—that are being put into these lines. The fabrics in- 
clude silk, cotton, some linen and straw. Proving 
popular is a “petit point” print on hemp, 

Most favored designs are floral and stripe. The 
floral designs include both stylized and naturalistic. 
While the former are more sophisticated, there is a 
strong leaning toward flowers that really look like 


flowers. Roses are often used, reflecting a perennial 


favorite and also the emphasis on roses from the Paris 
couture this past summer. 

In many instances the pattern of flowers is such 
that they fall right no matter how they are cut. A few 
high style manufacturers, using larger flowers, each one 


“Malibu,” casual T-strap on 8/8 wedge, 
striped print—red, white, blue and black 
with silver glitter thread. By Allure. 


separate from the others, have made the shoe with one 
large flower centered on the vamp. Flowers are used 
more often on the high style, dressier shoes. 

Stripes appear in many casual shoes and medium 
heel daytime types. They range from wide to tiny 
candy stripes. They allow for a wide range of color 
combinations, including rich, glowing shades, delicate 
pastels and the popular tri-color, red, white and blue. 
A glitter thread gives many of these added glamor. 
Checks are also being used in large, bold sizes and 
tiny ones, 

The question of what silhouettes are best for print 
shoes has, of course, also been carefully considered. 
The completely plain, closed pump has an elegance in 
high, or medium, dressy shoes. The beauty of the 
design and the colors, and the fabric itself. is sufficient 


Multicolor stripe in closed pump on 
medium heel with matching black pat- 
ent leather ornament. By Customcraft. 
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Background atmosphere drawings courtesy of the Greek Line. 


And This Year That Means Print Shoes of All Types, from the Most 
Casual to Dressy, for Cruise, Resort and Later Spring and Summer W ear. 


ornament. However, some prints have been used in Prints in sock linings make a whole other story; they 
opened-up pumps, in sandals, straps and ties. Here, have become very important both as a part of the shoe 
too, the trend is to let the fabric be the trimming. In _ style and as an effective display idea. 

some shoes, the print is also used in the sock lining. [TURN TO PAGE 56, PLEASE] 


Petit point print in black and white by ELEANOR M. RUTTY 
closed pump with all-white leather col- 
lar. By Theodore. 


The print look in harlequin combina- 
tion of all-leather mule. By Johansen. 
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“Caribee,” petit point print, pink roses 
on white, closed toe tie with sling back. 


Red laces and red calf heel. By Accent. 





SALES TRAINING 





arts of the Shoe 


VERY shoe salesman should be 

familiar with the component 

parts of a shoe and with the 
names of these parts. For this reason 
we are illustrating and describing 
them here as part of this series of 
articles on sales training. 


1. UPPER 


The entire shoe that rests over the 
sole. It consists of all the parts ex- 


cept the sole and heel. 


2. QUARTER 

Back part of the shoe. A seam 
usually defines this region. The seam 
may divide the shoe in half or it may 
appear towards the front or back por- 
tion, depending on the style. 

Many factories experience a great 
deal of difficulty in perfecting the fit 
of their footwear. In many cases, in 
order to project a good selling point, 
they feature left and right quarters. 
Upon examination, you might note 
that the outside quarter is built lower 
than the inside quarter. This is to 
prevent the outer quarter from cutting 
into the ankle bone, especially in cases 
where the outer ankle bone is very 


38 


low, while the inner quarter is of nor- 
Rela- 


tively, customers feel that there is 


mal height to aid in the fit. 


more support under the arch because 
of the difference in height of the 
quarters, 


3. FOXING 


In the vicinity of the back seam, 
and of varying sizes, depending on the 


pattern. It is usually of a contrasting 
color or material to the over-all shoe. 
It always matches the tip when used. 


4. VAMP 


Is forepart of the shoe always de- 
fined by the center seam, when such 
seam is used, 


5. TIP 


Material that covers the toe. Always 
used in conjunction with the foxing 
when the pattern calls for it. We may 
eliminate the tip by using a seamless 
vamp or we may vary the design by 
creating a wing tip, medallion tip or 
a plain tip. 


6. FOLDED COLLAR OR EDGE 


An edge that is folded as opposed 
to an edge with a fabric binding. It 
may be very thin, giving the shoe a 
very fine finish. 


7. TOE BOX 


Is used to give shape to the toe. 
It may be made of leather, fiber board 
Steel 
shoes. The purpose of the toe box is 


or celastic. is used in work 
to give added room to the toes as well 
as to maintain the shape of the shoe. 
It also gives height or the third di- 
mension to the forepart of the shoe, 
thereby making it more comfortable. 

When determining whether a child 
has outgrown his shoes one should 
measure both feet rather than feel 
where the toes lie in the shoe. This 
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In an over-all training program, it is necessary to know the basic facts. To give 


our readers a better understanding of shoes and their component parts, we define 


them in this article and, at the same time, illustrate their respective positions. 


procedure is extremely important be- 
cause the amount of space between the 
end of the toe and the tip of the shoe 
might not tell the whole story. For 
example, even if there is 34 of an inch 
more room the shoes might still be 
short because the toebox might have 
been crushed, thereby pressing on top 
of the toe. These shoes no longer fit 
properly and it is not a question of 
the amount of room left at the end of 
the shoe. The important thing is the 
amount of freedom at the end and at 
the top of the shoe. A crushed toe- 
box will cause any child to cramp the 
toes back to prevent irritation and 
this might deceive the parent and 
shoeman into thinking that the shoes 
still fit. The box might have been 
stepped on. The importance of a 
sturdy toe box and proper height can- 
not be overemphasized. 


8. DOUBLER 


Is an interlining between the outer 
leather or material and lining in the 
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region of the tip. It is used to give 
more body to the forepart of the shoe. 
It is usually made of felt. 


by SEYMOUR HELFANT, B.S., 
M.S., L. L. B. 
Sales, Marketing and Personnel Training 
Consultant, Manager Smaller Stores 


Division, N.R.D.G.A. 


9A. COUNTERS 


They give firmness to the quarter 
region of all closed back shoes. They 
are usually composed of leather or 
fiberboard and placed between the 
quarter linings and the outer material 
of the shoe. If the counters are not 
cemented in position properly and one 
of its surfaces rubs against any of the 
materials it comes in contact with, a 
squeaking noise will appear. If the 
base of the os calcis or heelbone 
presses at the base of the counter the 
shoe will gap. Thus by building up 
the base with a heel pad or making 
extra room for the base of the os 
calcis by the use of one of the heating 
devices on the market, the gapping 
can be overcome. Any complaint that 
the shoes are stiff at the counter in 
the region of the longitudinal arch is 
an indication that the counters are 
resisting pronation. 

Some counters, especially in ortho- 
pedic shoes, are extended along the 
inner border so that they give addi- 
tional support under the longitudinal 
arch. These are called long counters. 


9. THROAT 

Section in the region of the instep 
on pumps. When a customer com- 
plains of pain in that region, it may 
be because the binding is too bulky. 
Pounding the binding to make it thin- 
ner is sometimes effective. The throat 
might even have to be cut down in 


some instances. 
[TURN TO PAGE 64, PLEASE] 
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RICHARD J. POTVIN 


President, Independent Shoemen 


NDEPENDENT shoe business today is in the most 

volatile and challenging period in its history. A 

number of significant developments have entered 
the economy to threaten the once-secure position of 
the independent shoeman. If he assumes a stand-still 
attitude in the face of these developments, his chances 
of survival are small. 

Independent Shoemen, the only organization in the 
country devoted to upholding the interests of the in- 
dependent—whether manufacturer, retailer, wholesaler, 
traveler or allied trades—cites the following important 
developments as serious challenges to the future of 
independent shoes business: 

Factory-owned shoe stores. These are classified as 
stores owned and operated by manufacturers who at 


be 
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Vice-President, Mfg. Division 


Where Do 


OENT 


oY 


Sz, 
QO 
eC 
z 
m 
Pg 


Mew BEe~ 


the same time do business with independents. Today 
there are over 2000 such shoe stores—more than double 
the number of ten years ago. 

Franchise or factory-controlled stores. These may 
consist either of outrightly owned stores or factory- 
dominated through franchise or other agreements re- 
quiring the store to buy all or most of its shoes from 
a given manufacturer. It is estimated that there are 
over 4000 shoe stores today in this classification. This 
is more than twice the number of ten years ago. 

The shoe chains. These have shown spectacular 
growth over the past decade particularly. They are 
aggressive, highly competitive organizations whose 
smart pace has left many an independent in the lurch. 
It’s estimated that there are some 8000 shoe chain 
stores in operation today—or one-third of all retail 
shoe stores. Their growth pace is far greater than 
that of the independents, and they represent an inten- 
sifying competitive challenge. 

Discount houses and supermarkets. These are a 
new entry into shoe business. Though their shoe vol- 
ume is relatively small, these outlets are something to 
be watched carefully. Their cut-rate practices, while 
at the same time offering sound merchandise, become 
a harsh challenge to the independent who must combat 
this with improved services and more streamlined mer- 
chandising practices. 

The shopping centers. There are now several thou- 


GEORGE MASON CARL SHER 
Vice-Pres., Wholesalers Division Vice-President, Allied Products 
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sand of these, and many have one or more shoe stores. 
However, many of these choice locations are going to 
the shoe chains, the department stores and factory- 
owned stores. The independents sometimes find it diffi- 
cult, often impossible, to get a location in these centers. 
At the same time, an increasing share of shoe business 
is going to these centers. Independents must find ways 
to combat this trend, or find ways to get locations in 
these centers. 

Mergers. Mergers in industry and business today 
are taking place at a rate of over 1000 a year. The 
merger trend has spread to the shoe business in recent 
years—manufacturer with manufacturer, or manufac- 
turer with chains or large independent stores. As retail 
shoe outlets are merged with producers, independent 
manufacturers are frozen out of prospective outlets. 
Some of these manufacturers, in self-defense have pur- 
chased outlets of their own. Such a trend could en- 
danger all shoe business. 

Shrinking number of manufacturers. Over the past 
ten years, the number of shoe manufacturers has been 
reduced from 1300 to about 900, though shoe produc- 
tion has risen 26 per cent in the same period. Accord- 
ing to industry authorities, this trend will continue. 
One of the reasons: fewer retail outlets available for 
the independent producers. Retailers also have cause 
for concern as the number of available resources is 
reduced. 

Rise in failures and liquidations. Shoe retailer fail- 
ures are presently running 17 per cent above last year. 
Last year, 119 shoe retailers went into bankruptcey— 
the highest number in fifteen years. Over the past five 
years, an average of thirty-five shoe manufacturers a 
year have failed. But this involves only bankruptcies. 
Many hundreds of retailers and manufacturers have 
closed up shop over the past decade via satisfactory 
settlement with creditors or general liquidation. Ac- 
cording to Dun & Bradstreet, 69 per cent of these 
failures stem from two causes: Lack of sales (48 per 
cent), and competitive weakness (21 per cent). These 
are two soft spots that all independents must watch 
carefully as competition intensifies. 
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We Go From Here? 


New economic developments said to threaten existence of many indepen- 
dents in shoe and leather fields—Independent Shoemen to meet in Chicago. 


by RICHARD J. POTVIN 











JACK DEWITT 


Secretary 


JAMES RICK 


Treasurer 


Need for greater operating capital. Today it requires 
about $25,000 in starting capital to operate a store 
with only $60,000 volume. Ample credit becomes 
increasingly difficult, especially for the newcomer. 
Thus, the temptation to be “financed” by producers 
under agreements some of which bind the store to 
carry the products of the supporting manufacturer. 
The end result is loss of independence. 

Higher operating costs. The story of creeping costs 
is now a painfully established one in shoe business. 
Against this is the competitive resistance to higher 
markups and prices to offset these costs. This brings 
on the familiar squeeze which is creating distressing 
conditions for many retailers and manufacturers. There 
are no signs pointing up to easing of this situation. 
And the independent, because he must fight for sur- 
vival under his own power, will be under greater duress 
as competition tightens even more. 

Declining profits. This has become a familiar cry 
in shoe business. Consistent lack of profit has led to 
some tragic endings for merchants in shoe business. 
For the independent to fight the battle of shoe business 
on the basis of price alone can be fatal. He must cash 
in on his assets—personalized treatment, store reputa- 
tion, specialized services, and specialization of prod- 
ucts and store, to meet and beat competition. Only in 
this way can he justify prices that net him his needed 
profit. 

Competent salespeople. In a tight labor market, shoe 
business finds it increasingly difficult to attract and 
retain competent sales people; not alone qualified shoe 
fitters, but good sales people as well. This poses a 
serious challenge to independent shoe stores, whose 
traditional competitive advantage is good, personali- 
ized services which many customers like and demand. 

Greater complexity of doing business today. Doing 

[TURN TO PAGE 44, PLEASE] 
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stop in ROOMS 728-729 PALMER HOUSE 


at the CHICAGO NATIONAL SHOE FAIR, OCT. 27 to 31 


for every | 
and | 

eS Nos { ant 
Tar! Girl scou 
Ofer Scout Shoes 


Brownie > 


IF YOU CAN'T GET TO CHICAGO 


SEE SAMPLES IN: 
Room 411, Marbridge Bldg. 

° 47 W. 34th St., New York Cit 
and desires of your market! See them—sell them . . . they’re ccncOG ‘Alcoenids then” 
5th & Spring Sts., Los Angeles 


The finest shoes we’ve ever produced .. . keyed to the needs 


made to sell and sell repeatedly...for baby and brother 


EMBED and sister, too. 
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“Ve FINE QUALITY CHILDREN'S SHOES SINCE 1882 
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Curtis -Stephens:Embry Co., reapine, pa. 
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don’t just sell shoes, 


SELL FEATURES! 


...for top profit, 
for top turnover 
and rock bottom 
sales cost! 


Cushion 
Arch-Lift for 
Support 


Forto-Fed 


Cushion 
for Comfort 


Once a man puts on his first pair of MASSAGIC or PORTO-PED 
shoes, the built-in comfort that comes from their exclusive features 
starts making repeat sales for you! He likes the carpet of soft 
sponge rubber that cushions his step. He likes the snug, secure 
support he gets from their firm but flexible Arch-Lift. He likes 
their brisk, manly styling that’s always in today’s best taste. He 
likes the look and feel of their soft, supple leathers. He likes the 
idea of buying shoes with a name that he knows, from consistent 
advertising in the magazines he reads. And what he likes, he comes 
back for, again and again! 

Brilliant styling, built-in comfort, and national advertising move 
MASSAGICS and PORTO-PEDS off the walls fast and in 
volume, with little sales effort and low sales cost. And the reason 
is simple. . . they’re habit-forming! 


“The Weyenberg- Portage Creed” 
© We will sell to you, not compete with you. 


© We own no stores or leased departments in competi- 
tion with your store. 


@ We are manufacturers, not retailers. Our entire 
efforts are bent to serve our retailing customers. 


© We leave the job of shoe retailing in our customers’ 
capable hands. 


See Them BOTH at the 


NATIONAL SHOE FAIR 


Private Dining Room 14, Club Floor 
Palmer House, Chicago 


WEYENBERG SHOE MANUFACTURING CO. 


PORTAGE SHOE MFG. CO. 
MILWAUKEE 1, WISCONSIN 
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you 2 


Independent Shoemen ‘ ‘is’ Independent Shoemen / ‘is’ Independent Shoemen 


we oe 


Where Do We 
Go From Here? 


(CONTINUED FROM PAGE 41) 


business today is far more complex and 
detailed than it was years ago. Our 
economy is faster paced; the consumer 
is more alert and demanding; buying 
habits have changed; the markets have 
changed. Thus, more rapid change and 
swiftening competition require that the 
manufacturer and merchant must 
streamline all operations to survive, 
much less to prosper. 

The changing shoe market. Today, 
the product and market have under- 


gone major changes, with many more 
to come. As to shoes, the product is no 
longer largely the “basic” it was years 
ago. It is a volatile, swiftly changing 
product with many variations that 
make shoe business more and more 
complicated and difficult. This creates 
greater problems in buying, advertis- 
ing, merchandising, pricing, inventory, 
markups, etc. How to run a successful 
shoe business is today more challeng- 
ing than ever before. To stay com- 
petitive under these conditions re- 
quires tremendous alertness and _ in- 
genuity on the part of the independent. 

These are only some of the challeng- 
ing forces facing the shoe independent 
Tasamnacidl Because the ee is usu- 


No need to tie up a | 
investment in inventory | 
on your shelves or en 
route when you can fill- 
Step Master Shoes 
ayo sell them! All 
ut tep Masters are in- 
. Makes merchan- 
ae easy... holds 
your inventory to the | 
minimum ... speeds | 
turn-Over,..ups profits! | 





BUDGET PRICED RETAILERS 


$395 


Bonwelt Neolite soles. 


124-4. 


to $595 
2619—Black, 4619—Brown, 8619—Red 


. $3.10 
. $3.60 


4665—Two-tone brown 
8665 —Two-tone red, 
Bonwelt Neolite soles. 
B, C, D, 8% -12, $3.10 
A, B, C, 12% -4, $3.60 


3666 — Black & White Bonwelt 
saddle, black crepe soles. 


B,C,D, . 


. 8%-12. 


A,B,C,D,..12%-4.. 


. $3.10 
$3.60 


ally isolated in a given town or city, 
without access to national develop- 
ments, he often is at a disadvantage 
to note these significant trends which 
are affecting, or will affect, his own 
business. 

This is one of the reasons why Inde- 
pendent Shoemen was organized. It 
might be termed the “national voice” 
of the independent. The chains, the 
department stores, the manufacturers, 
the wholesalers, the tanners, the travel- 
ers, the allied trades, the retailers— 
all have their own organizations at- 
tending to their respective special in- 
terests. But until recently, there has 
been no voice or specific representation 
for the independent in each or all of 
these fields. The independent was the 
“orphan” of shoe business. Independent 
Shoemen as an organization, has given 
recognized stature to the independent. 





ANNUAL 1S. DINNER MEETING 
CHICAGO, OCTOBER 26, 1957 


Independent Shoemen holds its 
Annual Meeting in Chicago, Octo- 
ber 26, Sheraton-Blackstone Ho- 
tel, Regency Room. Cocktails at 
6 P.M., dinner at 7 P.M. Tickets 
$10.00. 


A splendid program has been ar- 
ranged — including a panel and 
forum in which all attending shoe- 
men will be invited to partici- 
pate. 


All independent shoemen — in- 
cluding members and non-mem- 
bers of Independent Shoemen — 
are invited to attend. 


Reservations must be made in ad- 
vance. Write Frank T. Underhill, 
Executive Director, Independent 
Shoemen, 10 High St., Boston 10, 
Mass. 





Contrary to some opinion, Indepen- 
dent Shoemen is not a “protest” organ- 
ization. It isn’t against something. It’s 
for something—for a set of principles. 
It’s for the right to operate a free and 
independent enterprise. It’s for fair 
competition. It’s for the principle that 
a manufacturer’s job is to produce 
goods, and a retailer’s function is to 
sell them, and that one shall not com- 
pete with the other. 


“<¥ White, — soles. 
B, C, D, E, . $2.25 
B,C,D,E, . $2.55 


The 1,350 members of Independent 
Shoemen are being kept alerted to all 
developments which threaten their 
rights or challenge their future. They 
are being informed as to how to meet 
competition more effectively, and how 
to adapt successfully to changing 
trends. 

Nor is Independent Shoemen anti- 
big-business. It contends that any bus- 
iness has the right to grow to the full- 

[TURN TO PAGE 58, PLEASE] 
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4981— Brown scuff tip, 
B. F. Goodrich soles. 
B, C, D widths; 5%-8— 
$2.50; 8% -12 —$3.10; 
12% -4—$3.60 





STEP MASTER SHOES, INC., GREENUP, ILL. 
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PALMER HOUSE 


ROOM 
716-717 




















Don't miss this room! 






It will be one of the most exciting places at the You'll see Gerwinettes in a wide range of lovely Spring 
National Shoe Fair in Chicago, October 27, 28 and 29. colors and styles. Patent, Calf, and Leather. Infants’, 
. It will be one of the most profitable places for you Children’s, Growing Girls’ and Misses’ sizes. 





to visit because here you'll see the beautiful new Spring 





Incidentally—if you won't be at the Fair, 
Gerwinettes. drop us a line and we'll be happy 


to send you our new 









Every style is packed with sales-appeal, priced just 






Gerwinette Catalog. 





right for extra profits to you. Scientifically designed for 





growing girls’ feet, Sibicca process and soft flexible oak 






soles. Their exclusive styling makes them irresistible to 






your customers. 









THE GERWIN SHOE CO. ¢ CINCINNATI, OHIO ¢ MAIN 1-4986 
NEW YORK OFFICE ¢ MARBRIDGE BLDG. ¢ WISCONSIN 7-4629 
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November Weather 


November should be warmer than usual with more than normal rainfall 
in the Northeast, Southeast, Great Lakes and Far Western regions. ‘ 


OVEMBER’S temperature pat- 

tern indicates warmer than 

normal conditions through- 
out most of the country. Only the 
southeast quarter of the United States 
and a few sections of California and 
Oregon are expected to average cooler 
than usual. Precipitation will be gen- 
erally above normal in the Far West, 
Great Lakes, Northeast and extreme 
Southeast. However, vast areas in the 
Great Plains and South Central States 
The fol- 


lowing is a more detailed forecast, by 


should be drier than usual. 


region: 


Area I: Northeast 

New York, New England and the 
Maritime Provinces of Canada will be 
wetter and slightly milder than usual. 
Snowfall should be heavy for this 
early in the season in the mountains 
of New England and along the eastern 
shores of Lake Erie and Ontario. Last 
November, blizzard conditions in these 
same areas caused at least six deaths 








OF AHRENHE!IT 
ESTIMATED DEVIATION FROM 


NORMAL MONTHLY TEMPERATURE 













and dozens 


of personal 


Area II: Great Lakes 


Northern 


sections 


of 


the 


injuries. 


Great 





PRECIPITATION 
ESTIMATED PERCENT DEVIATION FROM 
NORMAL MONTHLY PRECIPITATION 














46 


Lakes-Midwest region will be wetter 
Southern 
of Ohio, 
Indiana and Kentucky, will be drier 
and slightly colder than usual. A 
similar temperature pattern occurred 


and milder than normal. 


sections, including most 


last year while precipitation totals 
were erratic and_ generally lighter 
than normal. 


Area III: Southeast 


Another cold November is forecast 
for the Southeast. Temperatures are 
expected to average two to four de- 
below Georgia and 
Florida will be unusually wet while 
North Carolina and Mississippi will 
be relatively dry. Last year, Jackson- 
ville and Miami reported record lows 
for November with readings of 31 
degs. and 49 degs., respectively. 


grees normal, 


Area IV: North Central 


Mild and dry is the general forecast 
[TURN TO PAGE 59, PLEASE] 
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Sells Mom and Pop 
With Kids’ T.V. Program 


Denver retailer cooperates with public schools and police department 


in a weekly program that runs throughout the school year. 


EACHING the parents through their children 

and turning these parents into repeat customers 

is the bonanza discovered by Rollnick’s Shoe 
Stores, Denver. They do it with a safety television 
program. The promotional program runs nine months 
and brings the Rollnick name before the public as no 
other advertising effort is able to do. At the same time, 
the Rollnick Stores’ name has become synonymous 
with public service. 

“Television is the only medium for promoting child- 
ren’s shoes successfully, but it has to be on a long-time 
basis,” said Norman J. Gray, partner in the Rollnick 
Shoe Company operation. “As for selling men’s and 
women’s shoes, this medium is helpful. Our contention 
here is that if we can get the child interested in our 
shoes and into our stores. then we have the parents, 
also. And it results in permanent customers.” 

“Walking Safely Pays” is the motto of many of 


C. B. Autrey, left, manager of Englewood (Colo.) store, 
and Officer Frank Goody are shown presenting a new 
pair of shoes to a “Safety Boy of the Week,” who saved 
another five-year-old from stepping into a lane of traffic. 
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Rolinick’s children’s shoe promotions. In the weekly 
television program which continues through the school 
year, the shoe firm cooperates closely with the Denver 
police department and the Denver public schools, 
especially through the latter’s art and safety depart- 
ments. The promotion is opened with a coloring cut- 
out and slogan contest, advertised in newspapers and 
over the air. These are repeated every four weeks. 
Contest blanks are available only at Rollnick stores and 
must be returned there. The contest, called the Jungle 
Jim safety contest, is open to all youngsters under 14 
years of age. Jungle Jim is played on the Rollnick- 
sponsored TV show by Officer Frank Goody, a 
popular patrolman in the safety education division of 
the police department. The cutout puzzle concerns 
“Officer Tiny Elephant” dressed like a policeman. 
Selections of contest winners are made by the school 
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Andrew Glaves, manager of Rollnick’s advertising and 
promotion department (right), with Officer Frank Goody 


and three winners of Rollnick Safety Contest. Officer 
Goody assisted in planning and judging the contest. 
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NON-MARKING 

SUCTION CUP SOLES 
REINFORCED DESIGN 
AT POINTS OF WEAR 
TESTED FOR TRACTION 





Score the big Bata Line on these points... 
sturdy construction . . . excellent wearing 
quality . . . and top value! Bata’s complete 
line of canvas footwear for men, women ° 
and children will score repeat sales and 

greater profits for YOU! 





BELCAMP, MARYLAND 
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There are advantages and disadvantages to both small towns and 


cities. Here are some to think about if you are considering moving. 


VER the United States lately there has been 
developing a big swing “back to the country” 
and to the small towns. 

Many shoe men, as well as workers in other fields, have 
been casting curious eyes away from the congested areas 
in which they live and are wondering about the advan- 
tages to themselves, their futures and their families, of 
working in a smaller community. And, of course, of 
living there. 

My wife and I have lived, and I have worked, in five 
major cities, as well as in many large, small, and medium 
sized towns, and, twice, down to what you might call 
villages. We can tell you there are definite advantages in 
living either place and selling shoes. 

When a man spends hours of his life traveling to and 
fro from his job, that is a number one disadvantage of 
city life. I’m in a small town right now and live just three 
minutes flat from my work. I get home for lunch, have 
time to see three or four innings of the world series on 
game days—and that’s good! 

But, if you have a family and are thinking about going 
into a small town to work, go to the town, take the wife 
and kids along, and be sure you all like the looks of what 
you're getting into. And most important is finding the 
home you'd like to live in. 


October |, 1957 


by JAY B. SNOW 


Houses and apartments in smaller towns are usually 
harder to find than accommodations that would suit you in 
a city. Many of my moves were a result of having no 
children, and chains would rather move a man and wife 
than a family man. 

Some years ago we were transferred into a (then) small 
town in Northern Idaho. The only apartments available 
were two. One was worse than the one we rented, which 
was over a laundry and compact. It was so small it had to 
be. The bed was a folding job, the dining room table 
unhooked from the wall. Mary on one side sat in the 
kitchen, I was on the other side in the living room. Com- 
pact was no word for it. Sound silly? We could tell you 
some dillies about places we have had to live in until 
you'd die laughing. It’s funny now, but it wasn’t then, and 
it won’t be for you unless you have an enormous sense of 
humour. 

To-day we are in a small town again. Fortunately our 
apartment is new and comfortable and very much like 
you would live in in any city. (This is the exception.) 
There are nine of these places done in a casual, comfort- 
able southern California style. Awhile back a couple of 

[TURN TO PAGE 58, PLEASE] 
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VULCANIZED DIRECTLY TO THE LEATHER 


now available in LEATHER 


You can now offer your customers the famous ““Foamtread”’ comfort they’ve 


always enjoyed, combined with the rich elegance of fine leather. This newest 
technique for vulcanizing directly to leather was pioneered and perfected 


by Wellco...as always, first with the best. Style shown is #7810. Wine, 
Tan or Black. Cost $3.60 ©1957 Pats. & Pats. Pend. Also Foreign Pats. 


weet y 


Wellco Shoe Corp. + WAYNESVILLE, NORTH CAROLINA (is y 


In Canada, “Foamtread” slippers are made exclusively by Kaufman Rubber Co., Ltd., Kitchener, Ontario. 
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St. Louis Stores Report 
Traffic in All Lines 


RETAIL stores and departments de- 
lightedly report that they are selling 
a great many shoes. The pace is brisk 
both downtown and in the suburbs. 
Children’s back-to-school selling has 
tapered off a little now that classes 
have actually started, but women’s 
buying has upped in volume. Men’s 
stores report good traffic. 

Best selling patterns for youngsters 
are these: for all girls from four to 
20, Ivy League casuals, especially 
lightweight bubble saddles in black 
and white, gray and gray, and black 
and black, all with black crepe-foam 
soles; for all boys from five to 20, black 
penny loafers. 

Popularity runners-up for young- 
sters include boys’ scuff-proof moc- 
ecasin oxfords of brown leather with 
composition soles; both red and brown 
swivel strap pumps for small girls; 
black suede party pumps for small 
girls, principally those with slightly 
sophisticated ornaments; and of course, 
last but by no means least, black 
smooth skimmers for high school girls, 
with the smooth outselling the suede 
by as much as 10 to 1 in suburban 
stores. 

In women’s pairs, black suede ranks 
number one leather, closed tapered 
dressmaker pumps number one pattern. 
At one suburban branch department 
store, black suede Spring-o-lators are 
in heavy demand, particularly when 
sparked with a glistening vamp orna- 
ment. Women who insist upon an open 
toe shoe in this season of closed ones, 
a department manager says, are choos- 
ing the Spring-o-lators over halter 
types for evening wear. 

Advertising of women’s fall footwear 
has been heavy and included special 
mailing pieces, booklets, leaflets and 
several full page newspaper ads. Aim- 
ing at the woman with the hard-to-fit 
foot, one department store carried a 
full page in suburban newspapers 
playing up the fact that one tailored 
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pump pattern was carried in every size 
from a 3B to 11C, both open and 
closed toe in a choice of calf or suede 
in several colors. 

Famous-Barr Company promoted the 
“Sorcerer” pump by Julianelli as a 
shoe that “does the most devastating 
double-takes.” A cuffed pump of black 
suede or calf, the cuff turns up to 
reveal after-five glitter, turns down for 
less dressy daytime wear. 

Lively Miss Elaine Norwood, Joyce 
fashion director, made personal ap- 
pearances in Stix Baer & Fuller’s shoe 
departments. Both she and her shoes 
were enthusiastically received. Wo- 
men’s brushed and napped casuals are 
selling well in St. Louis, with gray 
pairs getting more calls than in pre- 
vious seasons. 

For men, urban types of business 
three to five eyelet oxfords lead the 
sales tabulations. Moccasin fronts pre- 
dominate over wing tips and u-wing 
tips. Dealers report that men’s buying 
is following the traditional fall pat- 
tern, with footwear fulfilling office re- 
quirements being picked up first. Casu- 
als and loafers, dealers say, will be 


requested more often next month. 
* * a 


New York Shoe Sales 
Reported ‘Normal’ 


CooL days increased traffic and sell- 
ing in the New York retail shoe shops. 
Merchants felt that business was really 
getting under way for the fall season. 
Then came the hot, humid days and 
there wasn’t too much activity in the 
stores. However, for the majority of 
shoe departments and stores, retail 
figures compared favorably for the 





One of America’s most important shoes... 


A Bes 


“crossroads of fashion” 


fifth avenue at 57th 





A totally new concept in light. glove soft. flexible construct: 
in the fine shoe field now joins the collection of other exc 
tronal shoes et Tailored Women. Flomhewm has reorgenaed ty 


factorier—created elegantly new lests—to mate the bind of 





“Crossroads of fashion" theme is reinforced here through the design of this ad, 
by crossing black lines and shoes set at right angles. Notice harmonious disposi- 
tion of copy areas. Shoes by Florsheim. Tailored Woman, New York (eight cols.). 
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same period last year... in some cases 
were up anywhere from three to five 
per cent. 

Promotions in women’s shoes were 
extra heavy—with the emphasis on 
taper toed pumps and sandals, high 
slim heels and intriguing treatments 
and trim on the vamps and at the 
throat. T-strap sandals were popular. 
We quote some of the copy highlighting 
the fashions: “High drama in the 
Dress Circle: our high-buckle pump on 
a hi-fi heel, thin as an antenna.” 
“Heather ... our exclusive neutral tone 
for Fall ’57 goes everywhere and with 
everything . .. becomes all things to 
all colors.” “The great line .. . the 
master stroke of genius. Simple per- 
fection sharply defined in black suede. 
The height of elegance on the beauti- 
ful Pinto tapered last.”  Softness, 
lightness and fit were also stressed. 
One or two of the promotions featured 
alligator pumps and slings as well as 
lizard in grays and browns. 

Merchants are of the opinion that 
business will be good and they expect 
sales to compare favorably with last 
year’s figures. They know that they 
must continue to promote strongly and 
take advantage of every opportunity 
to get the customer to think in terms 
of new shoes and more pairs of them. 

Children’s shoe business was very 
good during the month of September 
and merchants expect that it will be 
maintained on a steady level. 

Men’s shoe sales are spotty and 
sporadic but it is expected this situa- 
tion will improve when the weather gets 


cooler. 
a + * 


Chicago Stores Show 
Broad Style Range 


FALL retail business is well under 


way in Chicago. It has started off 
with much more life than was shown 
last spring. Early business was 
sparked by back-to-school buying, 
which has extended well through Sep- 
tember. Fashion shoes for women have 
gained momentum and should reach 
their peak late this month. 
Aggressive promotions and _indi- 
vidual reports of good business have 
gone hand in hand. Stores with con- 
sistent and varied advertising pro- 
grams have forged well ahead in sales. 
Usually, spring offers more style 
spread and activity in fashion shoes. 
However, so far, fall has expressed 
this pattern. From the style stand- 
point, there is considerable spread in 
styles. Trimmed pumps with tapered 
toes predominate, but there is also a 
[TURN TO FOLLOWING PAGE, PLEASE] 
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persistent demand for sandals and 
other open types. Spring-o-lators have 
been extremely active in dress shoes. 
Some retailers have been short both 
on sizes and styles on little heels in 
high fashion shoes. Delivery delays 
on these types hamper one of the 
healthiest segments of the fashion 
business. The ballet pump, high rid- 
ing ties, extreme stilleto toes, and the 
elongated sheath in dressy pumps all 
spark sales. 

Calf continues strong as an early 
seller, following the pattern estab- 
lished the past several years. This in- 
cludes polished grains, pin seal, and 
calf combinations with reptiles, in 
black, gray, and brown variations. 
Suedes are gaining momentum. In high 
fashion quarters they are strongest in 
sculptured effects or in combination 
with other materials, such as gros- 
grain, faille, and calf. 

The stilleto toe has become the domi- 
nant style in high fashion shoes, rang- 
ing all the way from spectator calfs 
to extreme dressy velvets. Gray or 
khaki suede, Queen Anne heels, zinc 
gray polished grains, karakul fabric 
shoes in gray, bronze, or black, and 
textured suedes all round out the fash- 


ion picture. 
* * ca 


Pumps Lead Parade 
In Boston Shoe Shops 


PuMPs and casuals, with the empha- 
sis upon the former, are leading sales 
getters in Boston retail shoe stores. 
They have been primarily responsible 
for a revived sales pace in the area. 
Although slowed down temperarily by 
a mid-September heat spell, business 
appears to have almost completely re- 
covered. Retailers expect the spurt to 
continue well into next month. An in- 
dication of just how complete has been 
the recovery is the fact that most 
stores, particularly those selling 
women’s and children’s shoes, report 
sales increases over last year at this 
time ranging from 5 to as much as 15 
per cent. Unit sales increases, based on 
average 8 per cent higher prices, are 
estimated at 5 per cent. 

An added factor in the brisk sales 
is the “complete” acceptance of the 
tapered toe in practically all price 
ranges. This is evident even in the 
low heeled fashion shoes as well as 
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casuals although the slim-heeled pump 
still predominates. Pattern types with 
simple ornamentation are wanted al- 
though not in the volume commanded 
by plain types. 

At Kay’s-Newport store on Boylston 
Street, plain black calf pumps with 
pointed toe are fastest sellers with 
navy the runner-up. There is growing 
interest in the patterned types with 
toned-down buckles and pleated vamps. 
Closed-up shoes are wanted for fall 
wear. Best-selling leathers are smooth 
calf and black suede although some 
brown and red moves. An early-season 
alligator promotion failed to do as well 
as expected but this will be renewed in 
October. 

At Franklin Simon in the Chestnut 
Hill shopping center, black and blue in 
smooth calf and suede are prevailing 
colors although there is some interest 
in red and brown for more casual 
types. Here again, the moderately 
tapered last has come into its own 
where only six months ago there was 
a good deal of resistance. The slim 
tapered pump with slim or medium 
heel has really come into its own in 





‘the teen took of clothes you'll be 
renin thes tol 

(NOOO Warp Ord morcrounly Gecormed. 
rene ore just 

4 samphng of the brithent 

NE fearon mat 

mets OL a PF Innes storee, 


sharpest flats in town—La Girona pointers! 


aimee 


Buy what you want — take six months to pay with new Innes 
FCA (Flexible Charge Account) 
‘Seventh and Olive, Downtown Los Angeles 
Wiishire Mumcle Mile Reseda - Gardens - Pico Westwood - \shewood 


Giant sized toes and clever copy make 
this an eye stopper. La Girona styles. 
Innes Shoes, San Francisco (four cols.). 


conservative suburban Boston. Volume 
in September is up 12-15 per cent over 
last year. 

At Solby Bayes on Winter Street, 
sales continue to exceed a year ago 
with no signs of a slowdown. Black 
and navy pumps predominate but this 
more conservative store finds less de- 
mand for the tapered last. There is 
growing interest in less conservative 
oxfords and' walking type shoes than in 
past years, particularly in two-eyelet 
types. Because of the lesser emphasis 
upon slender toe lines, open types do 
better here than in the high style 
stores. 

Children’s shoe sales have tapered 
off somewhat from the early back-to- 
school pace but the pace is steady and 
sales hold up well. Dressy types vie 
with casual wear for attention. Rugged 
types prevail in boys’ wear. Men’s 
shoes are still waiting for the usual 
fall pickup. 

s 7 
Miami Shops Promote 
Biscayne Blue Heavily 


It’s a blue picture for the Miami 
shoe dealers, particularly in the more 
fashionable shoe salons, but the men 
are not singing the blues; rather their 
song is a symphony in blue. For blue 
has been promoted strongly as a fall 
shoe color. There are other colors 
slowly showing up but none has been 
so important as the deep Biscayne blue. 
It may not carry through into the win- 
ter or late fall or early resort picture, 
but right now it is important. Black 
is leading all colors and, of course, 
there is plenty of white selling. Beige 
continues to be good. Shoemen are 
hinting that the coming resort season 
will be very colorful. 

The new shoes have a long, lean look 
and many of the shoes are even more 
pointed than last year’s styles, if that 
is possible. Even school-girl “flatties” 
are pointed. The long, pointed look is 
emphasized by a low-cut vamp in every 
model. Many of the tapered toes are 
“framed” by ornamentation across the 
vamp. 

While toes have reached a pencil- 
sharp point, heels so far have dropped 
their stiletto sharp slender height and 
become more “sensible.” But the new- 
est designs are clever enough not to 
look sensible. Gone is the low-heeled 
ugly oxford and so is the stubby-heel 
compromises of a few years ago. This 
year’s medium-heel shoe fashions have 
gracefully tapered heels that look 
higher and slimmer than they are. 

So far elaborately decorated heels 
that have marked the past several 
years have not been seen. Perhaps they 
will reappear as the season advances. 

One shoeman says that the rounded- 
toe shoe is fast becoming a museum 
piece, and then goes on to say that the 
great comfort built into a well made 
pointed toe is the reason for the great 
popularity of this line. The shoes taper 
nearly to a point, then flatten off 
slightly at the end for a facet toe 
effect. 

[TURN TO PAGE 60, PLEASE} 
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AMAZING NEW PROFIT-MAKER 
FOR SHOE STORES... 
FRUIT OF THE LOOM UNDERWEAR 


“Profits from Fruit of the Loom Underwear far ex- 
coed my expectations,” says shoe chain operator 
’ Charles Marbach of County Shoe Center 
_ New York. 


| “Selling Fruit of the Loom Underwear 
in my shoe stores proved to be a natural 
and fast profit-maker. I’m making it 
part of my permanent operation.” 





‘ 




















Fruit of the Loom shirts and shorts retail prices are 


49¢ and 69° 


. »- America’s most in-demand price range! 
More underwear is sold at these prices than any 
other price. 










Fruit of the Loom Tee Shirts, Athletic Shirts and 
Briefs are pre-packed in Cellophane bags for impulse 
action, fast self-selection ...customer’s protection. 
A 107 year old brand, known and respected by women 
and men. 













Fruit of the Loom’s hard-hitting national advertising 
schedule works for you in: * Look * New York Times 
Magazine * Ebony ¢ Parade « Metro Group. 







Complete line of Fruit of the Loom Men’s and Boys’ 


Underwear, priced for easy sales! 

‘ Competitively priced, yet plenty of markup for you, plenty 
of value for your customers. No 
wonder Fruit of the Loom is 
a “natural” seller in shoe stores. 










CLIP THIS COUPON NOW FOR A FAST, HIGH PROFIT 


Union Underwear Company, Dept. S 
Empire State Building 
New York, New York 


Please show me how my store can profit with the 
Fruit of the Loom line of men’s and boys’ underwear. 







Complete Men’s and Boys’ Size 
Range... includes Men’s Gripper 
and Boxer Shorts, Briefs, Athletic 
and Tee Shirts. For Boys: Boxer 
Shorts, Briefs, Athletic and Tee 
Shirts. 























PROVEN SELF-SELLING RACK! NAME eee Toi eso ERE 
MF7 AVAILABLE AT NOMINAL ADDRESS BS ea es 
COST. 32” square, 54” high. Holds onspaure a 








45 dozen garments. 
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How Many of These Costly Parts 
Will You Replace Soon? 


A bind in the P.O. side updraw mechanism can cause this updraw lever to break. 


Replacement of costly parts means expensive down- 
time. Worn parts affect the quality of your shoes. 
Poorly adjusted machines are harder to operate. 


You can avoid these expenses through the UNITED 
PREVENTIVE MAINTENANCE PROGRAM. A skilled 
serviceman will thoroughly inspect and adjust your 
machines at regular intervals. 


By following a factory-developed-check list all moving 
parts will be examined for adjustment and wear. A 
report will be left with you covering each machine in- 
spected. It will include recommendations for repairs. 


You can have a tailor-made program to fit your exact 
requirements. Your local USMC office will tell you 
how the UNITED PREVENTIVE MAINTENANCE 
PROGRAM can help your plant maintain top pro- 


bases all P.O. lifting plate will crack if related parts 
ductive efficiency. are improperly adjusted or badly worn. 


' 
a United 


SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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CURRENT CONDITIONS 


SHOEMAKING CENTERS fe 


. Manufacturing7Markets 








Chicago 


SHOES for the youthful market may well create major 
news at the coming National Shoe Fair. Leading manufac- 
turers and retailers recognize that the teen age and young 
adult groups offer the greatest sales potentials. This means 
the immediate future and extends for some ten or fifteen 
years into the future. This is the fastest growing segment 
of the population. 

The teen age group includes both girls and boys. The 
neglected boys’ market is coming into its own. New lines 
at the Shoe Fair will take this youthful market into ac- 
count, both from the standpoint of style and price. Chil- 
dren’s shoe manufacturers have learned that pairage sales 
are increased by styling up shoes in the sub-teen age 
group. Therefore, there will probably be a greater spread 
of styles than ever in most children’s and young people’s 
lines. 

There will also be an increase of light weight and casual 
styles for young men and lower heel and high fashion types 
for the very young women. Figures show that consumption 
in the young men’s group is almost twice the number of 
pairs as for the upper age bracket. In young women the 
average is again almost twice as much. 

Early test buys point to a possible trend which may 
gain momentum as the season progresses. Retailers will 
be looking for open type shoes and will order in sizable 
amounts. All early orders include good pairages in san- 
dals, open toes, and other opened up patterns. Little heels, 
as opposed to higher heels, may well become the volume 
demand. This remains the fastest growing segment. At 
present it is an annoying problem, due to shortages in 
lasts for little heels. This results in delays in production, 
delays in deliveries, shortages in the retail store, and in 
the final analysis lost sales. 


New York 


New YORK shoe manufacturers report that business has 
improved quite a bit. They are busy, filling orders and re- 
orders. At the same time, they are rushing to complete 
their spring 1958 lines in time for display at the National 
Shoe Fair in Chicago at the end of this month. 

Children’s shoe factories, in particular, are at peak pro- 
duction. Right now, they indicate that it is more of a 
factory problem . . . how to cope with the situation where 
demand is far greater than production, especially in the 
better grades. They are not complaining, to be sure; but 
rather they are trying to find a way in which to accelerate 
production and expedite shipments. 

Children’s shoes seem to be tending toward the lighter. 
trimmer look. Manufacturers have noted decided color 
preferences—for example, dark gray in brushed leathers 
seems to be popular for girls. This color has been used 
attractively in combination with black saddles. There will. 
of course, be the usual run of black and white and blue 
and white saddles. For boys, black is still very important. 
At the same time, however, there is a growing demand for 
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walnut brown. 

The general feeling is that business is satisfactory in all 
categories—men’s, women’s and children’s—and _ prospects 
are good. Some of the questions that are worrying manu- 
facturers, such as rising costs, may find some solution in 
Chicago. 

At any rate, for the present they are busy, production 
is good and there is cutting on hand. 


Milwaukee 


BARRING an unusually warm and dry late fall season, 
manufacturers here expect reorders to at least equal those 
written last year. Production as the third quarter began 
was Close to capacity. 

Shoe producers here claim they are awaiting more com- 
prehensive field reports before they pass out early pre- 
dictions on this fall’s style and volume trends. All seem 
agreed, however, that visible portents indicate a healthy 
run of business for the months immediately ahead. 

Spring lines are pretty well set. A few plants noted 
that they were making minor last minute revisions in their 
line before the big October Shoe Show. 

The top brass of one men’s shoe producing firm indicated 
that an increasing number of retailers this year tended to 
do their ordering on a “hand-to-mouth” basis. 

Last year, according to manufacturers’ reports, produc- 
lion was at a slightly higher level. Several plants found 
that they had gone a bit overboard with their initial spring 
production at that time and were sorry later on when their 
spring fill-in business lagged. This year their enthusiasm 
is a bit tempered and they are planning to keep a wary 
eye on the sales graph. 

In the women’s shoe field, there were some scattered 
reports of slow deliveries of fringe items from suppliers. 
Deliveries of special color leathers, trims and buckles were 
said to have been spotty in some instances. 

Costs of materials have continued to show a continually 
climbing pattern. Virtually every plant executive queried 
agreed that price increases for spring shoes appear to be 
a strong possibility. More than likely, they feel, these in- 
creases will be limited to certain numbers in next spring’s 
lines. 

In men’s shoes, the darker hues are proving to be the 
feature items according to fall reorders received so far. 
Black accounts for at least half of the production. 


St. Louis 


PRODUCTION is still in full swing in the St. Louis area, 
with some overtime reported. Sales at retail are listed as 
good all over the nation and manufacturers are chalking 
up reorders and fill-ins at an excellent pace. 

All of the casual types are showing volume that exceeds 
expectations. These include all casuals touched with the 
Ivy League air, dressy flats, and brushed wedge types. 
Special orders from retailers ran into a snag in Septem- 
[TURN TO PAGE 61, PLEASE] 
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Washington 
Newsreel 
[CONTINUED FROM PAGE 30] 


A government commission looking for 
ways to stimulate consumption of 
leather is asking Congress for more 
time and more money to finish its job. 
Finding new and better uses for 
hides, leathers, and skins will cost the 
taxpayers about $3 million a year, the 
commission calculates. And finding new 
uses for a long list of other farm prod- 
ucts will bring the total cost for these 
projects to $100 million a year. 
Because this year’s session of Con- 
gress is determined to save money and 
strike off all non-essential spending 
projects, there is little likelihood that 
any part of the $100 million fund will 
be voted. Congress thinks this kind of 
spending can be postponed for a year. 


Congress still is unable to agree over 
what to do about the record number of 
mergers and the diminished competi- 
tion that results. Earlier this year, 
leaders in both political parties thought 
the best way to slow up the rate of 
mergers was to require firms to obtain 
government permission before merging. 
Now, they’re not sure this is the best 
solution. (Speculators could make for- 
tunes while a government commission 
haggled over the pros and cons of any 
given merger.) 


Air Force spending programs are not 
being cut back anywhere nearly so se- 


verely as was first announced. Skillful 
lobbying by Air Force generals has re- 
sulted in cancellation of some planned 
reductions, plus easing off of other cut- 
back schedules. 

For example, the Air Force has suc- 
ceeded in having about 25 per cent of 
a planned $1,250,000,000 cut restored 
by the Office of the Secretary of De- 
fense. This means that about $300 mil- 
lion is back in the Air Force spending 
picture. Nearly all of this $300 million 
is being earmarked for missiles and 
missile development. 


This restored $300 million is chiefly 
at the expense of the Army budget. 
Army generals take a dim view of this 
kind of fund transfer, but there’s little 
they can do about it. 

As a result, the Air Force is now 
back on an annual spending rate of 
$17,900,000,000. 

The cuts had been ordered by Charles 
E. Wilson, the outgoing Secretary of 
Defense, in a move to hold total mili- 
tary spending for this fiscal year to a 
ceiling of $38 billion. 


The trading stamp controversy seems 
destined to be settled by the oldest and 
most potent jury of all—the consumer. 

Congressional interest in trading 
stamps has been almost nonexistent. 
A promised Federal Trade Commission 
investigation into possible breaches of 
the false advertising, antidiscrimina- 
tion, and illegal discount laws has been 
pigeonholed, at least for the time being. 

The Tennessee Supreme Court re- 


cently ruled as unconstitutional that 
state’s “model” law designed to curb 
trading stamp operations. The court 
ruled unanimously that a special trad- 
ing stamp tax act passed by the Ten- 
nessee legislature this year was “arbi- 
trary, capricious, and unreasonable.” 
The Tennessee act would have im- 
posed a 2 per cent tax on the gross re- 
ceipts of all merchants in that state 
using stamp plans where they were re- 
deemed for merchandise. It would not 
have applied to merchants who issued 
and redeemed their own _ stamps, 
whether in cash or merchandise. 


All the Shoes 
Fit to Print 


[CONTINUED FROM PAGE 37] 


We have not mentioned prints in 
leathers because there are so many 
more of the fabrics. A few manufac- 
turers, however, are using printed 
leathers and they are very beautiful. 
Another idea for leathers, giving the 
“print look,” is illustrated here in the 
harlequin combination of colors used in 
a mule. 


All in all, it is a wonderful season 
to buy and promote print shoes. Many 
a woman may not go all out in buying 
prints in clothes but will fall for a shoe 
in a colorful print. Add to your buying, 
some print handbags and scarves and 
you have a story on “all the news (in 
shoes) that’s fit for print.” 


ANOTHER TINGLEY FIRST! 


NEW BOYS' RUBBERS FIT ALL 
BOYS' SHOES WITH ONE WIDTH 


Boys’ Storm 
Rubber # 2200 
Black $1.55 pr. 
Brown $1.66 pr. 


TION 
Y RUBBER CORPORA 
Wes BOSS ST., RAHWAY, WEW JERSEY 


the name of nearest Tingley 
me 


Please send d latest catalogue. 


distributor on 
NAME 
ADDRESS 
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@ These new Boys’ Rubbers not only fit 
better, they stay on better, are easier 
to keep clean — they make more money 
for you. 


@ Only 2 sizes (1 width) properly fit all 
shoe sizes 4 through 7. (Extended sole 
brogues, 3!/,—46!/,) 


@ They 


s-t-r-e-t-c-h, and shrink your 


stock investment at the same time. 


@ A dozen pair will establish your in- 
ventory. Fill-ins from nearby distributor's 


stock. 


RUBBER CORPORATION 
RRO i RE 
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CREATIVE ability, initiative, 
enthusiasm—all these terms can be 
applied to Kay Sleater, Director of 
Fashion and Design for Mutual Shoe 
Sales Company, makers of Foot Flairs, 
highly styled women’s shoes. 

This versatility and energy account 
in large measure for her rapid rise to 
in the shoe 
she 


great 


an important position 
fashion _ field. 
wanted and hard work are also in- 
gredients that have contributed to her 
success. As an expert reporter, Kay 
Sleater is best able to tell her own 
story. Here it is: 

“From an early ambition to become 
a member of my father’s law firm in 
St. Louis, I switched abruptly into 
shoe business after working at Inter- 
national Shoe Company one summer 
between school semesters. While my 
first job there carried the unpreten- 
tious title of “Mail Girl” and involved 
distributing letters to various depart- 
ments, it did give me an opportunity 
to become intrigued with the styling 
department and secretly yearn to work 
there designing shoes. 

“So, upon returning to Washington 
University in St. Louis, I concentrated 
on a Fine Arts program to give me a 
design background, although at that 
time the school did not have the shoe 
design course it now offers. 

“After completing what, at that 
time, I thought was rather thorough 
training in the art courses offered by 
Washington University pertaining to 
design, I again approached Interna- 
tional Shoe Company. There were no 
openings in the design department, so 
I took a job in the administrative de- 
partment—one step up from the “Mail 


Knowing what 
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Girl” job—hoping that | could work 
my way into the styling end of the 
business. 

“Slightly frustrated when the chance 
to get into styling didn’t materialize, 
I began free-lance writing for several 
trade and consumer magazines, fash- 
ion articles about shoes, accessories 
and other styles after job hours at 
International. 

“Then my real interest in fashion 
began to develop. I was appointed to 
a Fashion Advisory Board for Charm 
magazine and was selected at the end 
of the year to be guest editor-in-chief 
for Charm’s September issue that year. 
My first experience in the New York 
fashion market with Charm made up 
my mind that fashion would be my 
business. 

“Leaving International, I became 
Midwest Fashion Editor for Creative 
Footwear and Shoe and Leather Re- 
porter in 1950. During this time I 
taught courses in “How to Use Fash- 
ion in Selling Shoes” for retail sales 
personnel. These were held at Wash- 
ington University, St. Louis; North- 
Mar- 


and 


western University, Chicago; 
quette University, Milwaukee; 
Watkins Institute, Nashville. 
“It was during the first session at 
one of these universities, 
were discussing separating shoes into 


when we 


individually named categories which 
would differentiate types to be worn 
for specific occasions and with spe- 
cific apparel, that I pulled the faux 
pas of telling one student that evi- 
dently he didn’t have much _back- 
ground in selling women’s footwear 
or he would know better than to sug- 
gest calling one category of tailored 
mid-heel shoes ‘work shoes 
women.’ It was my contention that 
this name had the connotation of 
heavy ‘clod-hoppers.” 

“This student, whom I didn’t know 
by name at the time, was introduced 
to me after class—the president of 
one of the largest shoe manufacturing 
concerns in the industry. To this day 
I blush when I meet him. 

“Then followed a period of free- 
lance shoe designing, fashion illustra- 
writing, modeling, 
scripts for T. V., and radio, acting as 


for 


tion, preparing 


consultant for advertising 


fashion 
agencies, and the beginning of my 
own small fashion accessory business. 
Jewelled leather collars were the hot- 
It was hard work but lots 


test item. 
of fun, too, and taught me the impor- 
tance of merchandising a product. I 
eventually sold this business in St. 
Louis to come East in 1954 as editor 
of Shoescope, a bi-weekly shoe fashion 
publication. 

“In July, 1955, I became director 
of fashion and design for Mutual Shoe 
Sales Company, manufacturers of Foot 
Flairs. Here my job involves design- 
ing, fashion promotion and research, 
and includes a considerable amount of 
travel to various markets across the 
country. Part of my week is spent at 
one of our plants and part either ir 
New York or Chicago, St. Louis, Los 
Angeles, San Francisco, Philadelphia, 
Washington, Dallas, Atlanta—or you 
name it!” 

This ends Kay Sleater’s autobio- 
graphical sketch but we feel that we 
should add a footnote about her activ- 
ities in her off-hours—and we wonder 
where she finds them! Then she 
paints, chiefly portraits, and studies 
the piano. This fall she is planning to 
take a course which teaches how to 
study the stock market. She is a mem- 
ber of Shoe Women Executives, Inc., 
the Fashion Group, Inc., 210 Asso- 
ciates and serves on the board of the 
Winchester (Mass.) Conservatory. 


Inside Shoe Business 
[CONTINUED FROM PAGE 35] 


of knewledve about stock can lose sales 
as well as the customer’s patience. 

Shoe business continues to ask the 
age-old questions: How can we sell 
more shoes? How can we cut costs, 
raise profits? How can we improve ef- 
ficiency? How can we improve cus- 
tomer relations? 

There’s no mystery about the an- 
swers. It’s a matter of converting non- 
productive time into productive time. 
Time is money in any business. Waste 
of it is costing retail shoe business 
$600 millions a year. If only a third of 
those 15,342 “wasted” selling-time 
years that we lose annually was trans- 
lated into saved time, or changed into 
productive time, we’d have a very no- 
ticeable improvement in costs, profits 
and sales. And shoe business’ service 
job for its public would take a major 
step forward. 

There’s no need to travel the world 
over for the four-leaf clover. It’s right 
there in our own backyard. 





Where Do We 
Go From Here? 
[CONTINUED FROM PAGE 44] 


est stature possible—so long as there 
is no intent or effort to dominate a 
market, suppress competition or create 
unfair competition. 

How does I. S. see the future of the 
independent? There are two “ifs” in- 
volved. If the independent stands iso- 
lated, with the naive belief that his 
share of shoe business is coming to him 
anyway, the independent is on his way 
to slow but certain extinction. 

If, on the other hand, he remains 
alert to all the significant developments 
and trends in shoe business affecting 
the independents, he will fare well. The 
independent possesses many advantages 
which, if applied, can make him a pow- 
erful factor in shoe business—strong 
enough to surmount every competitive 
force against him. In short, the out- 
look for the independent can be highly 
optimistic. 


Sells Mom and Pop 
[CONTINUED FROM PAGE 47] 


art department. Age of child is con- 
sidered. 

Safety slogans are written and sub- 
mitted by children, who appear with 
Jungle Jim on the show. Representative 
slogans written by two sisters, are: 
“Don’t be like Fred, who crossed on 
the red, ‘cause Fred is dead” and “Be 
like Jean, who crossed on the green, 
‘cause she’s on the beam.” Free rein in 
the program is given Officer Goody, who 
plays daily to a capacity studio audi- 
ence as well as to a large at home 
audience. Because the safety education 
division of the police department has 
charge of the program, a part of it is 
considered public service, and Roll- 
nick’s as a public service gesture, gave 
up one of three commercials. 

Through the completely natural and 
unrehearsed programs, fathers, too, are 
reached, and the importance of work 
shoes with safety toes and soles is 
stressed. Courtesy is emphasized, ex- 
tending into Dad’s and Mothers’ court- 
esy and safe driving. At the end of 
the nine months, grand prizes are 
awarded, such as English bicycles, life- 
size dolls, baseball gloves and children’s 
literature anthologies. Then as a grand 
finale of the nine-months’ program, 
Rollnick’s entertains with a Jungle 
Jim Safety Contest party, open to all 
winners of the year and their young 
friends. Admission tickets are mailed 
to the winners from Rollnick’s. 

“Through such a public service pro- 
gram, Rollnick’s name becomes a slogan 
and many new customers are added in 
all our stores,” Mr. Gray commented. 

Also honored by “Jungle Jim” and 
Rollnick’s is the “Safety Boy or Girl of 
the Week” for unusual acts of heroism 
or safety. A new pair of shoes is given 
each child so designated. 


A Future ina 
Small Town 
[CONTINUED FROM PAGE 49] 


them were empty, and they could have 
been rented time and time again if they 
had had more than one bedroom. It is 
almost always harder to find larger 
apartments to rent in smaller commu- 
nities. Houses? Almost generally 
filled by the people who have lived in 
them for years, except pretty well 
beaten up places where the plumbing 
is usually all rotted out. 

Rents are about the same generally 
as city rates, both for houses and 
apartments. However, you most often 
do not get as much for your money in 
the city as in smaller towns. 

But how about you on the job? 
Working conditions are better in some 
ways and worse in others. The average 
merchant in a smaller town usually 
hates to pay top wages to give a good 
shoe man what he’s worth. And again— 
the small town dealer needs a really 
GOOD shoe man the worst way! 

A good shoe FITTER salesman has 
the satisfaction of sitting down in front 
of a customer and explaining why her 
child needs a certain width, last or 
size shoe; and this is respected and 
appreciated by these customers more 
than by their city cousins who have 
been exposed to every type of salesman- 
ship. On the other hand, a good shoe 
fitter in a city store usually has a 
pretty good clientele of his own. It’s 
the same old story—good shoe men al- 
ways have a following whetever they 
go. 
But here’s another thing to think 
about. You are a good shoe man. You 
did find yourself a small town operator 
who agreed to pay you proper wages, 
and away you go itching to grow a 
garden in the great outdoors, plant 
flowers and develop your green thumb 
—but think about the job too! 

I won’t say all, but many shoe store 
operators or department store owners 
putting you in charge of a department 
or store are going to expect medium to 
king size miracles from you. They are 
paying top wages for a city man and 
think you will just walk into their 
places of business, snap your fingers, 
and bingo, business will zoom! 

But don’t believe it. It means sweat, 
blood, and tears to build business in 
these small towns, and most of the 
time it’s your hard work—and not the 
boss’s. Sure the customers will respond 
to your intelligent presentation of 
goods, but when you want to stock 
shoes in the right styles, proper sizes 
and widths, expect an argument— 
you'll have it! It isn’t that your em- 
ployer doesn’t like you or respect your 
judgment (he can’t back down yet; he 
hired you) but still in his own heart 
he thinks you’re wrong—because— 
your methods and ideas are so foreign, 
extreme, and different from the way 
he has operated for years. 

However, if you are determined to be 
a male Joan of Arc and go riding into 


the little town of your choice, to help 
in your small way to make it a more 
progressive community, and to do a 
better job for yourself, you CAN DO 
IT! But don’t forget, there will be dis- 
appointments too. 

You won’t be able to get your em- 
ployer to make changes fast enough to 
suit you. You will see fourteen hun- 
dred things that need to be done to im- 
prove the store’s operation and make 
business better. In about a year you’ll 
start getting a few of these things 
accomplished. You are the new man in 
town, and you know, and basically you 
will be right. It will just take more 
time than you’d like to make the busi- 
ness, and your job, better. 

In other words, don’t hit your town 
and new boss like the red ball express 
on a late run. Take it easy! Warm up 
gradually and make your store sugges- 
tions and changes one at a time. 

Small town merchants really want 
and need help from a good shoe man 
like you, and they are a bunch of the 
swellest guys in the world, but they 
are skeptical and have to have proof 
that you are right. Can you blame 
them? They have been making money 
in their way, so you come along out of 
the blue—a perfect stranger—and give 
them a lot of big fat ideas, and they 
start backing away from you. But take 
it easy. You can help them, and they 
can help you with periodic wage in- 
creases. 

There is another thing about a small 
town to work in. You are an individual, 
not a soul-less name on a time clock 
ecard. You are right under the boss’s 
nose and he can see quickly what you 
are doing to help him. Also—he spots 
your mistakes in buying and merchan- 
dising quicker. So it works both ways. 

Now let’s go back to you and the 
family. Don’t think you are going to 
save money on living in these smaller 
towns where you want to move. There 
are walloping big markets in the cities 
that give the little woman good buys, 
where she can rustle around and pick 
up good things to eat for cheap. But 
the small town butcher and grocer 
operate on the same theory as your 
own boss. What’s the sense in a sale 
anyway? So there goes the grocery 
bargains. 

Now let’s take another look at you 
and your job. You DO get the busi- 
ness built up, but do you think you 
will get any more help to do it? Prob- 
ably not. 

All small town stores are usually 
understaffed—that is one reason they 
don’t do more business. In ‘a city store 
where volume is greater, when the store 
needs shoe men on the floor, they hire 
them. You are out in a small town 
now. When there is a lull in your de- 
partment you will be shoved over to 
sell a pair of levis or a pair of babies’ 
panties. Yes, you, a dignified shoe man 
who has spent years to learn how to 
sell shoes as they should be sold. 

There is just one more thing. You 
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November Weather 


[CONTINUED FROM PAGE 46] | THE 1 @} i = 


for the North Central States. Farther north, in Manitoba 
Province, the mild trend will be even more pronounced 
bd but precipitation should be relatively heavy. This region 
is highly vulnerable to sudden blizzards in November. 
Despite the anticipated dry trend, motorists should take 
all necessary precautions. 















Area V: South Central 


Extremely dry conditions with near normal tempera- 
tures are expected in the South Central States this No- 
vember. Monthly rainfall will average 50 per cent, or less, 
of normal throughout most western sections of Texas and 
Oklahoma. More favorable rainfall conditions are forecast 
for Arkansas and Louisiana but monthly totals will still 
average less than normal. 


















Area VI: Northwest 


Washington and British Columbia will be wetter and 
milder than normal. Coastal stations in this wet zone are 
expected to average as much as 200 per cent of normal | 
precipitation. To the south, in southern Oregon and 
northern California, conditions will be drier and slightly 
cooler than usual. Last year, this entire region was very 
dry. 
























Area VII: Southwest 


Last November, forest fires in southern California caused 
11 deaths, dozens of injuries and many millions of dollars 
in damage. Several stations reported their driest Novem- 
ber on record. A repetition of these dry conditions is 
hardly probable. Most of California, Nevada and Utah OIL RESISTING 
will average 150 per cent, or more, of normal rainfall NEOPRENE 














cork to make the sole they need . . . a sole that is ex- 
tremely long wearing and suitable wherever oil, 
greases, caustics and fatty acids are underfoot. 
Vul-Cork Neoprene soles are air cell insulated too, 
providing real day-long foot comfort. Slip resistant 
and non-marking, they will not soften on contact 
with hot metals. 

Vul-Cork Neoprene is one of three different work 
shoe soles manufactured by the Vul-Cork Division of 
the Cambridge Rubber Co., makers of the original 
cork sole. 

If you make, buy or sell work shoes, look at the sole 
first. If it carries a Vul-Cork label — you’ll get more 
than your money’s worth. 


Shoes in the News Neoprene, a man-made rubber, is combined with 



















Vul-Cork Sole Division, Cambridge Rubber Co., Taneytown, Md. Makers of MAN GMs .4 © 


In response to the growing popularity of molded shoes, Bates | & 
Shoe Company is distributing its new “Strato Shoe,” believed 


to be the first of its type in the popular price range. The 


shoes, in fine-grained glove leather in both black and brown, 
come in regular lengths and in widths up to triple E. A special 
feature is a cushion both above and below the innersole. The © 
outersole is foam rubber. Cushioned arch support and side- 


lacing are additional features. The quarter lining is made of 
soft glove leather. 80 light, so flexible, so resilient you can roll them up... right in the palm fy 
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A Future in a Small Town 
[CONTINUED FROM PAGE 58] 


go barreling into this town full of pep- 
per and enthusiasm, and you hit the 
ball and work like a dog every minute 
of the day—which is very good and as 
it should be. And you will look around 
you and see other employes looking at 
you out of the sides of their eyes, and 
you will think to yourself, “Why don’t 
they work harder and get on the ball?” 

And some months later you will be- 
gin to see why. You find out that the 
shoe man before you came into the 
town some years ago full of fire and 
spizzarookum just like you did, and 
he started stocking widths and sizes 
and style shoes, and old ladies’ running 
shoes, and everything else to do a busi- 
ness, and then he got his ears knocked 
down. For awhile he was a _ hero. 
Everything he did was right, and then 
whammo—the boss began to get wor- 
ried. There were more shoes in the joint 
than he’d ever seen before. He used 
to do all his business on “D” widths, 
and you carry four widths, and that 
means more pairs, and more pairs 
mean more invoices, and more invoices 
mean more checks for him to write. 
You must be crazy. You’re spending his 
money. You point out you are making 
him a profit, but all he sees are those 
extra boxes on the shelves, and he 
didn’t have them before you came and 
he made money. 

So now he begins carping at your 
every move or little mistake, and you 
begin fidgeting at his short-sightedness 
—and both of you are right, and both 
of you are wrong, and that is the re- 
grettable part of the whole business. 
You are trying to rush him too hard 
to build up the business that you know 
is there in that small and wonderful 
town of his. 

If you go into a small town, when 
you want to stock four widths in a 
certain type of shoe—stock three. You 
will be right, but you will get along 
better with your new boss if you go 
easy. Build up your business slow and 
easy. But keep your own enthusiasm 
up—and that is the hardest job of all! 

You will gc: so darned disgusted bat- 
ting your head against a brick wall 
trying to do more business for him that 
you will finally get in the mood of his 
other employes, and say, “Oh nuts!” 
You can start swimming along with 
the current instead of trying your 
darndest. And if you follow the stream 
you will be like everyone else working 
in such areas. You will be having too 
many coffee breaks and doing just 
what your boss wants you to—and that 
is not the way to help him do a better 
job or make a better job for yourself! 

Now if you still want to go “rural” 
and sell shoes in a small town, may the 
good Lord be with you, and may all 
your tomatoes grow the size of pump- 
kins in that new garden of yours. It’s 
fun. Believe me, it is. But don’t wake 
up some morning and say we didn’t 
warn you. 
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Fay and Terry Cates 


[CONTINUED FROM PAGE 34] 


shoes, Evans slippers and Foot-Joy golf 
shoes. 

All forms of advertising media 
used — radio, TV, newspapers 
direct mail. Even the president and 
manager of the CBS radio and TV 
stations attest to the fact that “Wright- 
Scruggs is not a shoe store, but an in- 
stitution in the Carolinas.” 

Fay and Terry Cates are in the right 
place and are doing what comes natu- 
rally to them. They personify the tra- 
ditions of the South in romance, neigh- 
borliness, hospitality and friendship. 
For them, Friday the 13th is not a 
bugaboo; it’s a Red Letter Day. Fay 
was born on Friday the 13th and she 
met Terry on Friday, the 13th, April 
1917, at his school dance. It was love 
at first sight, and they have never 
missed a single day—writing, talking 
by phone or being with each other. 

Terry graduated from Riverside Mili- 
tary Academy, Gainesville, Georgia, in 
June 1917 and later attended Wofford 
College in Spartanburg. Fay received 
a scholarship from Spartanburg High 
School to Converse College, from which 
she graduated in June 1919. In Sep- 
tember of that year, she began teaching 
Latin and algebra and kept that up 
until she and Terry were married, on 
March 13th, 1926 (there wasn’t a Fri- 
day, the 13th, that year). 

Reflective anecdotes and little per- 
sonal insights can telescope years into 
a paragraph or two. Not to lose any 
of the flavor, we quote: “Terry had 
worked in Spartanburg, in Atlanta and 
ended up in Miami in 1921. I went to 
live there when we were married. Then 
came the hurricane and the depression. 
We lost everything and came right 
back, from whence we started. I was 
lucky enough to get back to teaching 
and Terry started traveling in the mid- 
west, for a cotton goods house. 

“T had alwavs loved business and sell- 
ing and wanted to work with my dad. 
So, in the fall of 1934 I gave un teach- 
ine and began working regularlv in 
Wricht-Scruggs. In Februarv 1936, 
Terry became weary of wandering and 
started in the most routine job ever — 
a shoe salesman in W. S. 

“Our greatest diversions are reading, 
the radio and television. Terry is really 
an avid reader and is informed on all 
current topics. We love baseball, foot- 
ball and the races in Miami; also deep- 
sea fishing down on the Keys. We enjoy 
ecards ... contract bridge... . and 
good dance bands. Terry is a gourmet 
and famous for his ‘cooking.’ ” 

Together, the Cates live a full, well- 
rounded life. They share their home and 
interests with their mother, Mrs. Wal- 
ter DuFay Wright, and they are proud 
of the fact that Wright-Scruggs is the 
only shoe store that has operated for 
the past fifty-four years under the 
same name and with the continuous 
supervision of a “Wright,” 


are 
and 








Review of the Retail Trade 
[CONTINUED FROM PAGE 52] 


Materials are as newsy as their 
shapes. Natural ostrich is good par- 
ticularly when combined with calf. Sil- 
ver threaded black cloth, with vinyl 
vamp; caracul cloth; veiled suede are 
all being shown. Each is new and 
shows up well in pump or other styles. 
Silk or satin are seen in evening san- 
dals. Textured caviar calf, fired with 
the glow of polished bronze, is a good 
number in the $24.95 price bracket. 

Important now, and something to 
watch, is the touch of exotic vamp 
ornamentation or tongues. These may 
be detachable, and of tooled Florentine 
leather in exotic black, orange or gold. 

The overall picture at this time is 
the continued desire for points, novelty 
materials and decorative touches. 


Defense Cutbacks Scare 
Los Angeles Dealers 


THE general level of business activity 
is hard to assess. For the first time 
in many months, some retailers inter- 
viewed admitted that sales are off. 
Most of them seemed to feel that can- 
cellation of government defense con- 
tracts had a lot to do with it, particu- 
larly shoe retailers in the vicinity of 
the missile base where the Navajo 
ICBM was to have been developed. 

Actual income reduction has been 
slight. The scare-value was big, though, 
and may have caused some retrench- 
ment among customers. Rumors con- 
tinue that Lockheed is going to lay off 
4000 more workers; Bendix, some 2000. 
Even if true, such severances would 
mean little in an area of five million 
population. The apprehension such 
stories can cause, however, is out of all 
proportion to the actual reduction in 
buying power. 

Hardest hit would seem to be shoe 
retailers in the middle - of - the - road 
group. Practically all the scare stories 
came from family shoe stores selling 
in the $12.95-$18.95 price range. Vol- 
ume stores, where pairage priced at 
$12.95 is tops, report that sales are 
up at least 10 per cent over a year 
ago. The ultra high-auality salons in 
spots like Beverly Hills and Palm 
Springs, where pairage starts at $29.95 
and hits $50.000 in a hurry, report 
sales booming. 

End-of-the-season clearances on sum- 
mer shoes have not been as active as 
some retailers hoped. The woman who 
usually buys now for next spring has 
been harder to sell; could be she is 
conscious that the new silhouette might 
make them pretty old-hat come spring. 

Single most-wanted shoe appears to 
be a taper toe pump in black patent, 
and it leads by a wide margin. Various 
sling and halter versions also show 
great sales strength. Fabric is going 
to be very big in the coming season, 
esnecially in lustrous satins. Vinyl 
appears not to have diminished at all 
in popularity and many new treat- 
ments with this material are appearing. 
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ber, when one of the general line houses halted deliveries 
during its period of inventory taking. Aside from this, 
deliveries are running very close to schedule for most 
producers, with some late shipments reported. 

Much conversation concerns the problem of increased 
prices tor spring. All producers here say that they are 
trying to hold the line on prices, and indications are that 
some will be able to. For others, a slight increase, cer- 
tainly not exceeding five per cent, appears to be in the 
cards for next spring. No across-the-board raises are 
cited. Rather, pricing will be by individual shoes, with 
those pairs actually costing more to produce carrying the 
increases. 

International Shoe Company’s pension plan, announced 
a few months ago, has influenced price thinking. If 
smaller companies adopt pension plans, the added cost of 
these retirement systems will compel manufacturers to 
pass the extra on to the consumer by higher shoe prices. 

The usual beehive of activity which traditionally comes 
before the National Shoe Show in Chicago holds sway in 
St. Louis. Personnel in all phases of the shoe business 
say they have “a thousand things to do.” 


Los Angeles 


LocaL shoe production is definitely down and some fac- 
tories have laid off quite a few regular people. The busiest 
group appears to be the manufacturers of teen-age casuals, 
with some of them at almost full production. Retrench- 
ment in other lines is obvious. 

To a great extent, manufacturers don’t care too much. 
Pricing is the reason; they seem to feel some extensive 
price rise in the immediate future is necessary. Some talk 
figures as high as 20 per cent, saying it will take that 
much of a rise for them to show a legitimate profit on 
their investment. They add hastily, however, that they 
will probably settle for a 10 per cent boost and continue 
tu lose money. 

All of which is a key to the increasing use of fabrics 
in fall and winter production. Most makers are pushing 
these materials hard, feeling they can get just as much 
for a cute style in these materials and still show a profit. 
Advanced leather costs, they feel, have made the material 
too expensive to use without raising the price sharply. 

It would appear they are meeting with a good deal of 
success in this push-fabric campaign. Orders for dressy 
watermarked silk pumps, satins, and other materials are 
strong. Linen pumps, designed to be dyed-to-match, seem 
to be more popular than in many years past. Designers 
are drawing shoes with very conservative ornamentation 
that will go with almost any type of clothing. 

Of the orders coming in, it looks more than ever like a 
black-pump winter. Ornamentation is at a minimum, with 
most of the flair of the shoes coming from the sleek, femi- 
nine line. There will be continued interest in highly deco- 
rative heels, however, in high-fashion footwear. Many 
jeweled, carved, flowered and embossed spikes are being 
seen. 


New England 


SHOE factories throughout New England, particularly 
those producing women’s novelty footwear, report a heart- 
ening renewal of business after months of operating on 
[TURN TO PAGE 63, PLEASE] 
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LAST WEEK 
You missed 


HE TEE BET 


HIGH PROFIT 
extra sales 





The sales you missed last week ¥ 
— 66 by actual statistics - are © 
volume and profit down the drain | 

. .. never recoverable. \ 






























Those 66 lost sales could have 
been made to customers with foot | ~ 
comfort problems — problems that \ Ma 
shoe fitting alone could not solve. 


Shoe and department stores from 
coast to coast are salvaging from 
$1,000 to $4,000 monthly in lost 
sales with the companion sale of 
time-proven Burns Cuboid Shoe 
Inserts. Selling Cuboids along with 
a pair of shoes approximately 
doubles your profit — assures 

repeat business from happy foot- 
comfortable customers. 


Designed with an entirely different 
concept to provide medically- 
proven foot relief, Cuboid Foot 
Balancers retail up to $6.95 a pair 
— are available in 248 styles and 
sizes. Required storage space is 
only a few feet of shelving. 

Pick up those 66 sales from now 


on — write today for a Cuboid 
demonstration in your own store. 
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Your Cuboid sales are 
backed by national advertising 
and liberal cooperative funds. 
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BURNS CUBOID CO. 
P.O. BOX 658 * SANTA ANA, CALIFORNIA 

















New Products 








New Synthetic Rubber 
For Shoe Soling 


A NEW synthetic rubber, said to be 
capable of outwearing any known rub- 
ber, has been developed by the Genera! 
Tire & Rubber Company, Akron, Ohio. 

The new synthetic, a polyurethane 
rubber called Genthane “S,” is com- 
pletely oil and ozone resistant and can 
be stored indefinitely without deterio- 
rating. 

An outstanding use for the new rub- 
ber is for lightweight shoe soling. 
Other uses are for valves, gaskets, oil 
hose, pumps, etc. 

Unlike other polyurethanes, Gen- 
thane can be processed on standard 
rubber machinery. It has excellent ad- 
hesion to synthetic fibers and metals. 





Laminated Wood Last 


A NEW DEVELOPMENT in the art of 
last making, a laminated wood last, 
has been perfected by Central Last 
and Remodeling Company, 808 South 
Eighteenth Street, St. Louis. Named 
the “Mac Block” after the firm’s presi- 
dent, E. J. McDaniel, the last is claimed 
to be stronger than regular block types 
and more resistant to swelling. 

The “Mac Block” consists of three 
sections of wood, the center or main 
section about two inches wide, with 
two edge-sections about one inch wide. 
In the main or center section, the grain 
of the wood runs up and down, directly 
opposite to the direction of the foot. 
Grain of the two side sections runs 
the length of the foot. 

Special adhesives are used with pres- 
sure to bond the three sections to- 
gether permanently. Lasts shaped from 
“Mac Blocks” reportedly have greater 
strength than if made from a single 
block because the lamination allows the 
grains to pull against each other. The 
up and down grain of the wide center 
section adds extra durability to the 
mechanics of the hinge area. 

In Central’s manufacture of these 
laminated lasts, only hard maple from 
Canada is used. The wood is moisture- 
controlled throughout processing. Ac- 
cording to Mr. McDaniel, when “Mac 
Block” lasts are subjected to moisture, 
any swelling that occurs raises the 
center block slightly, but does not alter 
the sole line. Uppers therefore hold 
the pattern line more firmly than with 
regular block lasts, which swell at the 
sides when subjected to moisture. 





New Shoe Stretcher 


THE LANDIS MACHINE CoMPANY, St. 
Louis, has announced a new shoe 
stretcher, called a Comfortizer, which 
has been designed to stretch shoes pre- 
cisely and efficiently. 

According to company officials, the 
new Comfortizer has special adjust- 
ment features so that shoes can be ex- 
panded to conform to the wearer’s feet. 
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With the machine, only those parts of 
the shoes which are tight and binding 
are expanded. An indicator with dials 
permits equal treatment for both right 
and left shoes. 

The Comfortizer is shipped complete 
with a set of five lasts, eight bunion 
easers and other accessories. Landis 
supplies window merchandising posters 
in color to attract customers for the 
shoe comfortizing service. 





Seiberling’s New Rubber 
Heel Has Plastic Center 


A NEw rubber heel for men’s shoes 
with a core of hard but flexible plastic 
has been announced by Seiberling Rub- 
ber Company. 





Photo shows cut-away revealing plastic 
centers of the new heels announced by 
the Seiberling Rubber Company. 


According to T. K. Seiberling, man- 
ager of the company’s shoe products 
division, the new heel has been under 
development many years. It is said 
to be the first successful product of 
its type, and the first to be marketed 
nationally. 

Why the plastic inserts? To grip 
nails securely when the heel is applied 
to a shoe. 

Conventional heels have wood cores 
or metal washers, costly to assemble 
and difficult to place accurately. Mr. 
Seiberling said the wood cores, popu- 
larized during World War II, tend to 
split and splinter, especially when the 
heel wears down and water seeps in. 
The new plastic-core heels are mois- 
ture-resistant, he claims. 

Thousands of walking tests were 
made with the new heels, in all parts 
of the United States, many of them by 


postmen volunteers, Mr. Seiberling 
said. The heels are trade-marked 
“Softy.” 





Ground-Gripping Avon Sole 


Rip KARAK CREPE is a new sole in- 
troduced by Avon Sole Co., Avon, Mass. 
Its bottom portion has a series of 
ground-gripping ribs. The sole doesn’t 
spread with wear, or get gummy. It is 
lightweight and gives long wear. Avail- 
able in sheets of six to 12 iron thick- 
nesses with heel stock to match, it is 
being used for men’s, women’s and 
juvenile shoes in the sport and casual 
classifications. 








Foam-Fabric Insole 
and Bottom Filler 


Two new foam-fabric materials for 
use in footwear of all types have been 
developed by the Andrews-Alderfer Di- 
vision of the Kendall Company, Akron, 
Ohio. These materials, known as Shoe- 
Foam Tan and New Foam-Fab, were 
developed especially for cushion insoles 
and bottom fillers in shoes, boots and 
slippers. Both are made from newly 
developed compounds which are said 
to have superior cushioning action, 
higher foam densities and new produc- 
tion economies. 

New Foam-Fab, the lowest priced 
material, is intended primarily for vol- 
ume shoes. Shoe-Foam Tan features 
higher foam densities and compression 
resistance and is recommended for 
style lines er applications requiring 
firmer density. 

Both materials are available in 1/16, 
1/10, %, 5/32, 3/16 and % inch thick- 
nesses. Shoe-Foam Tan is a very light 
tan color and New Foam-Fab is off- 
white. 





Leather Polish Offered 
In Pushbutton Spray 


A NEw colorless leather polish which 
comes in a pushbutton spray can and 
is known as Miracle Spray Shine is 
now being marketed by Skill Built Co., 
of Wellesley Hills, Mass. 

A non-lacquer polish containing 
clear wax with both lanolin and sili- 
cone, it can be used on all color smooth 
leathers, including shoes, belts, hand- 
bags, etc. The polish is distilled crystal 
clear and does not darken leathers 
after repeated applications. Push but- 
ton cans are available in two sizes. 





New Cushion Insole 


A NEW cushion insole, the Cool Step 
Insole, has been announced by the Ap- 
pliance Division, Trimfoot Company, 
Farmington, Mo. The new insole is 
intended to replace latex foam cushion 
with a cushion made of polyurethane. 
This is a chemical foam widely used 
for cushioning applications. 

Laboratory reports indicate that 
polyurethane has a higher compression 
strength than equal densities of foam 
latex. This gives the Cool Step Insole 
more cushioning effect with less “pack- 
ing down” from wear. Flex fatigue is 
excellent. Samples of these foams have 
been flexed as many as two million 
times without breakdown. Tensile and 
tear strength are also very high. Poly- 
urethane foam withstands perspiration, 
detergents and steam. It is fully wash- 
able. 

Polyurethane is naturally resistant 
to the growth of fungus and the types 
of bacteria that attack cellulose. The 
solvent and chemical resistances are 
excellent and it will not burn. 
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curtailed schedules. The pace has quickened so much, in 
fact, that many manufacturers report they will undoubtedly es 7 
make more shoes this month than a year ago. —_— t 
The pattern now begins to call for a production pace a i 
that will continue active through the next two months al 
le least as initial spring 1958 orders arrive before, during 
and after the big shoe shows. Re-orders for fall shoes will 
give way within the next month to initial spring produc- 
tion. Manufacturers, no longer worried about the sales 
pace, are now turning their attention to the profit problem. 
Although pricing plans are still in the offing for spring euzinee Ss 
lines, makers of popular priced lines are still on the fence /REE 
regarding a price increase. Some feel a substantial price A VEL 
increase next spring will scare away many customers, R ; 
shunting them to other sources. But climbing leather 
prices and continued rise in other material costs along 
with an expected increase in labor costs for next year give | 
factories little choice. If they do not seek solution in an | 
outright price increase, they expect to upgrade and place 




































greater emphasis upon their higher priced lines. Practi- so distinctively styled . . . so 
cally all say that individual shoe pricing, a practice many | 
adopted in the past two years, cannot solve next year’s | efficient . . . so needed and 






cost problem. Result is their lower grade lines will have 
less selection and promotion than ever. 








wanted they sell on sight... to 





paca i users .. . to gift buyers. 


Editorial Outlook 
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HANDLE AND 
METAL PARTS 


EBONY FINISHED 
FOREPART 


ways and means of getting them. It may take more in- 
genuity than has been necessary to dominate the appliance 
industry, but it is reasonable to expect that discounters will 
provide the brands the public wants, if the public demon- 
strates it wants to buy shoes in discount stores. 

This is an important consideration for the retailer 





























pondering the serious problems of mark-up and higher IN SPECIAL, 
prices. Unlike manufacturers of appliances, who talk | HANDSOME 
higher prices and hunt for discount deals, our industry GIFT BOX 


has always had an honest and more realistic approach to 
these basic problems. 















RETAIL $4.95 


YOUR COST $2.80 


ORDER TODAY 











ROCHESTER SHOE TREE CO. 
60 CUMBERLAND ST., ROCHESTER, N.Y. 















An interesting variation of the chukka boot is this man's | Ship immediately pr. PRESIDENTIAL TRAVEL TREE 
two-eyelet split-front campus model. The glove soft leath- | 

er upper in lovat shade is leather lined and is finished | ShoeKeepers . . . SIZES 

with a composition sole. Nattily trimmed with black | 

leather piping which contrasts in texture and color, this STORE_ By 

light-weight boot is ideal either for indoor comfort or for 

outdoor activities. If is:a product of Leisure Footwear, ADDRESS 





Chesterfield, Missouri. 
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Parts of the Shoe 
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10. COLLAR 


A piece of leather running around 
the top of a pump, used as ornamen- 
tation. 


11. LACE STAY 


A reinforcement of leather in the 
region of the eyelets. This gives more 
body to this region. 


12. SOCK LINING 


Used on the inside of the shoe to 
cover all the rough and unsightly end 


results of construction, such as stitch- 
ing, tacks or wire as well as the mate- 
rials of the innersole themselves. The 
sock lining may be made of paper, 
leather (kidskin or sheepskin), or 
fabric. Kidskin will wear better be- 
cause it is more resistant to perspira- 
tion. 


13. INSOLE 


The inner bottom of the shoe which 
is united with the upper by cementing 
or stitching and is the part of the shoe 
on which the foot rests. The outersole 
is stitched or cemented to the insole. 
The only type of shoe where the foot 
comes in direct contact with the insole 
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livery: $1. 
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Heights 
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BERNED SHOE COMPANY 


FEATURE ATTRACTIONS IN 


theafricals 


over genuine black patent 
other on our origi 
nal theatrical lasts. 
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TAPS 
ATTACHED 
— LEATHER HEELS 


Overtoe taps and 


$3.25 heel plates attached 





is a welt. In all other cases a sock 
lining covers the insole. The material 
used might determine the comfort to 
be derived from the shoe because, if a 
non-porous material is used, perspira- 
tion will accumulate in the shoe caus- 
ing discomfort because of the moisture 
that is present. Therefore to insure 
proper evaporation a porous material 
should be used. 


14. OUTSOLE 


Outside bottom of the shoe. This is 
made of varied materials. Some are 
porous and permit easy evaporation of 
perspiration. If there is any discomfort 
because of moisture, then the shoes 
should be changed as often as possible 
to permit a dry shoe. This advice lends 
itself to multiple sales because more 
than one pair is required for comfort, 
especially in the case of children. Soles 
are measured in irons, each being 
1/48th of an inch thick. 


15. MIDDLE OR SLIPSOLE 


A thin piece of material placed be- 
tween the welt and between the insole 
and the outsole. It is used generally 
in big boys’ and men’s sport shoes to 
give the appearance of thickness and 
good wear. 


16. SHANK 


Reinforcement between the insole 
and outsole. It extends from the heel 
region to the region just behind the 
ball. When the shank becomes loose 
the shoe squeaks when walking. It is 
made of wood, steel or cardboard, in 
different sizes and thicknesses, depend- 
ing on the support job to be accom- 
plished. 

17. WELT 

A strip of leather used only on welt 
constructions. It is attached to the 
outer leather or material, lining and 
insole on the one side, and the outer 
sole, which is attached to it on the 
other side. It varies in thickness from 
extremely thin to very thick and fancy 
to the point where it deceives the cus- 
tomer into thinking that the shoe has 
a double sole. It is also used in the 
creation of style in sport types. 


18. FILLER 


Used on welt constructions. It fills 
in the opening between the inner and 
outer soles. The opening is caused by 
a turned up lip to which the upper and 
welt are attached. This also takes the 
pressure off walking on the ball of the 
foot, making the shoe more comfortable. 
When a great deal of pressure is placed 
on the innersole in walking, the filler 
shifts position and causes ridges and 
crevices on the insole. Cork or felt may 
be used as filler. 


19. HEELS 


Attached to the posterior part of the 
bottom of the shoe. Height is measured 
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by eighths of an inch; measured from 
the inside directly under the shank, 
down to the bottom of the toplift. This 
is a straight measurement. Heels may 
be breasted, consisting of an extra 
piece or lip extending under the shank. 


20. HEEL SEAT 


Piece of leather, cardboard, or fiber 
board covering the nails or tacks in 
the heel region. 


21. TOPLIFT 


Rubber or leather added to the bot- 
tom of the heel to make walking easier 
on the body. 


22. SADDLE 


Material running around the entire 
shoe over the instep. May be made of 
contrasting material or the same 
matched material. 


23. KICKOFF 


Leather drawn and stitched in the 
back of the quarter of the shoe. It 
extends outward and is used mostly 
in unlined loafer types of shoes where 
there are no counters. 


24. MUDGUARD 


Material extending up from the sole 
and stitched around the vamp section. 
It can be any height and is used in 
moccasin type shoes. 


25. PLUG 


Material making up the inside of a 
vamp on a moccasin type shoe when a 
mudguard is used. Made of contrast- 
ing or same material or color. 


26 PINKING 


Triangular pointed scalloping that 
edges overlays on heavier welt foot- 
wear. Found mostly in men’s and boys’ 
shoes. 


27. PIPING 


Folded trimming stitched between 
pieces of leather or on the edges of a 
shoe. It is usually contrasting in color. 


28. LININGS 


Material used on the inside of the 
shoe to add to the weight of the upper. 
The lining can be of any material that 
is practical. Most shoes made in the 
United States use cotton drill which is 
excellent from a health point. Of 
course there are different grades of 
cotton, depending on the weave. If a 
close weave is used, it is stronger and 
will withstand unusual wear and tear. 
Less expensive cotton linings will dis- 
integrate easily and cause discomfort. 
The general purpose of the lining, be- 
sides adding weight to the upper, is to 
absorb perspiration of the foot, thereby 
aiding in the comfort features. Cotton 
linings absorb perspiration very easily 
and are a great factor in accounting 
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for comfortable shoes. If excessive 
perspiration continues, the lining is 
then eaten away, or wrinkles because 
of the acid of the perspiration. A close 
woven lining will last longer before it 
is affected in the shoe. 

The English are noted for leather 
lined shoes, in their welts. The leather 
lining tends to make the shoe sturdier. 
Many people are unable to wear 
leather lined shoes because the leather 
lining does not absorb perspiration. In 
fact, it even tends to “bite” into the 
foot with every step, causing blisters, 
especially where the foot is extremely 
sensitive. If the foot can become ac- 
customed to these linings the uppers 
will last a long time. However, if per- 


spiration attacks the leather lining the 
acid will cause the leather to crack on 
the inside, making the shoe uncomfort- 
able. It may also become a breeding 
place for athlete’s foot, caused by a 
fungus growth, which thrives in 
warmth, moisture, and absence of sun- 
light. 

Women’s leather lined cement shoes 
are much lighter and do not affect the 
feet as much as a heavier walking shoe 
would. The lighter weight leathers are 
used for these shoes. Kidskin, which 
is very light, sturdy and more resistant 
to perspiration, is used in the more 
expensive shoes, while sheepskin which 
is more vulnerable to perspiration, is 
used in the less expensive shoes. 





Successful shoe retailers 
know they must have at 
least ONE LINE of shoes 
with real quality features, yet priced 


at a sensible price. 


Builder way of supplying you with 
OVERNIGHT service from the 
over 60 Shaw distributors in 
every section of the country, 
gives you low inventories 
and high profits! Regular 
national advertising in 
four leading men's mag- 
azines brings you new 
customers —and Shaw's 
value makes them your | 
regular customers! 


NOW 





WRITE TODAY 






dress, work and comfort shoes. 





In addition, Shaw's unique Trade 





«es In we 


quality men’s shoes are today’s 


BEST BUY! 


where volume is high! Shaw shoes are such a line— 

and many retailers tell us they offer the same 
quality features as shoes selling for as much os _ 
$4.00 more at retail. Our steadily rising sales 
figures prove more and more retailers recog- 

nize Shaw's unique combination of quality 
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Nationally advertised in = 


Outdoor Life Ry 


for the name of your nearest Shaw Trode Builder distributor and 
new IN-STOCK catalog, showing our complete line of men's casual, 


M.T. SHAW, Inc., > Coldwater, Michigan 
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YOU CAN GO ANYWHERE 
IN A TWINKLING! 


OUR LOCATION’S GOOD AS MAGIC — saves you 
footsteps, time and money. For we're right in the middle 
of the shoe market, close to countless wholesale sources. 
New York’s fashion center lies at your feet.—Just steps 
from Empire State Building, subway bus and air Termi- 
nals, Lincoln Tunnel. Times Square theatres, night clubs, 
Radio City, Grand Central—all easily accessible! 


MODERNIZING THROUGHOUT—Fashion and com- 
fort, so important to your shoe business, mean a lot to 
your living quarters too! You'll get more enjoyment out 
of your New York trips by staying at the Sheraton- 
McAlpin. We've been remodeling, redecorating, making 
every inch sparkling new—lobbies to bedrooms and 
broom closets. Every room with new RCA 21” TY, plus 
full-range radio. Many rooms air-conditioned. And for 
pleasure, or pleasure combined with business—attractive 
dining rooms, meeting rooms, exhibition rooms. There’s 
our new Minute Chef and Town Room, for a snack or a 
hearty meal—plus our new Cafe Lounge featuring smart 
entertainment. You enjoy every minute at the Sheraton- 


McAlpin! 


N.Y. HEADQUARTERS FOR THE SHOE INDUSTRY 


neRATON-\{°ALpin 
Hore. 


Tithe Hoon of the Dom Ane, 


BROADWAY AT 34th STREET 
George D. Johnson, General Manager 


Letters to the Recorder 


Briton Likes Dancing Shoes Article 


We read with great pleasure your article on Ballet 
Dancing shoes for the American market. This is of great 
significance, as the conditions apply exactly to the sale 
of Ballet shoes in this country—England. 

We feel sure that many retailers in this country will 
miss a lot through not being subscribers to the RECORDER, 
and we write to ask whether we can produce a condensed 
form of your article for distribution to all parts of the 
United Kingdom. This of course, with acknowledgments 
to the RECORDER. 

Miss Bernice Decker has expressed herself so well that 
we think with this text and the added interest of another 
market, this will go down well. Please let me know what 
you think. 





E. A. GAMBA, DIRECTOR 
GAMBA LIMITED 
LONDON, ENGLAND 


Store Mounts Recorder Contents 


I am extremely late in writing you our sincere congrat- 
ulations on the issue of June 15 which marked the 
seventy-fifth year of your wonderful trade publication, 
but I have the issue in front of me now and did go over 
it thoroughly soon after its receipt, and have taken many 
good and valuable pages out of it to mount and dis- 
play in our departments, and have read much of its 
valuable contents. 

Your editorial headed “1882-1957” is a gem reaching 
back as it does to April, 1882, and I will certainly 
thoroughly agree that during these intervening seventy- 
five years, you and your associates have striven in a 
tremendous way to maintain the promises and the creed 
originally set forth. 

About September 15 we are planning our firm’s fifty- 
eighth anniversary promotion, and it happens to mark 
my father’s one hundredth anniversary of his birth, and 
I like to think if my Father could analyze our store op- 
erations of today that he would be well pleased. 

Again, I assure you that quite a little of the success 
that we have had in the shoe end of our business can be 
traced to many of the valuable suggestions and encour- 
agement of yourselves and of the magazine received 
twice monthly. 

MATTHEW A. CONDON, SR. 
JAS. F. CONDON & SONS, 
CHARLESTON, S. C. 


Markup Called No. 1 Problem 


I wish to commend you very highly on articles in 
August 15th edition concerning “The Markup Problem.” 
I agree that this is the number one problem confront- 
ing most shoe retailers and feel that more editorials 
pertaining to the matter will be most helpful. 
As long as the shoe manufacturers advertise fixed 
prices it will always be harmful to the retailer. 
JOE SERUR, THE COLLEGIATE BOOTERY, PARIS, TEX. 


Wants Recorder Pullouts for Framing 


I am sorry that it was not until yesterday that I was 
able to see the 75th Anniversary issue of the BOOT AND 
SHOE RECORDER, and I want to congratulate you on the 
terrific job that you and your staff did. 

Unfortunately, my copy was mislaid while I was away 
on a trip, and it did not occur to me that I had not seen 
the issue until I spoke with Harry Hughes yesterday. He 
gave me his copy, and I spent all evening reading and 
enjoying it. 

[TURN TO PAGE 80, PLEASE] 


Boot and Shoe Recorder 












‘ 
























































Shoe 





' 
‘ 
‘ 
4 
} 
L) 














BS : ¢ . 
RE eg. © = i a4 
% Ts 


News 
NEWS 








I. Miller Presents Colorful Spring Collection 


By ELEANOR 


NEw YorK—A kaleidoscope of colors 
is the symbol of I. Miller’s resort and 
early spring collections. They are 
grouped as follows: 

First, 58’s Influential Greens. These 
include Off-Shore, White Cap and 
Gold Wash is intended for late day into 
signed primarily for daytime wear and 
ranging, in that order, from a medium 
shade to very pale to a medium pale. 
Gold Wash is intended for late day into 
evening resort wear as well. All have 
an element of green in their composi- 
tion and are considered very important 
by I. Miller. 

The second group, 58’s Chalk Brights, 
is described as colors “a few steps up 
from pale neutrals and a few steps 
down from ordinary brilliants.” The 
colors in this group include yellow, 
green, pink, orange and apricot. 

In the third group, 58’s Twinned 
Neutrals, are three colors—Southern 
Pine, Southern Tan and Sailing Gray. 
They are recommended to be used 
alone or in beige and gray combina- 
tions especially for wear with white, 
gray and oatmeal tweeds. 

The fourth group of I. Miller’s re- 
sort and spring colors is called 58’s 
Paint Box Perfects. Paint Box Red is 
suggested in red patent Calcutta lizard 
and Paint Box Blue in the same leather 
as well as in suede and calfskin. There 
is also a Paint Box Coral. Used in 
combinations they are suggested to 
wear with Chanel type sportswear for 
resort or up north with tweeds in mid- 
winter. 

58’s Dress Weight Shoe, another 
category, includes one print, “Petites 
Fleurs, Java Lizard, looking fresh and 
cool in its white and gray effect; Irish 
linen, natural hemp and black patent 
straw. As a separate group, black 
patent leather is featured for both re- 
sort and early spring. Under 58’s 
Fantasies, two prints are shown, the 
more striking, in clusters of straw- 
berries. 

White and white with touches are, 
of course, important in the resort line. 

Throughout the line pumps are bal- 
anced by T-straps and sandals. Some 
of these, and most often, have closed 
toes and open backs with openings to 
lighten the vamp. Some are banded 
sandals with medium wide bands. High 
heels tend to be a little lower and 
slightly less slim. The lowered heel is 
considered necessary to go with new 
shorter skirts. The Swan last is con- 
tinuing on a still lower, thicker heel. 

In the Millerkins line the Chemise 
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Sandal, with closed back and just two 
cross bands forming the vamp, is on 
two heels, a 15/8 and a flat. Layered 
leather heels are important on walking 
types. Two flat heel pumps in the Mil- 
lerkin are smart on square toes. 

In the I. Miller official couture re- 
lease from Grace Hill in Paris, heel 
heights are given serious consideration 
and three lowered heels of Miller’s are 
noted as important for completing the 
balance of the newest silhouette, the 
just above mid-calf length skirt. These 
heels are La Vie, The Forecast and the 
Swan lasts. 

In this same report Miss Hill, Fash- 
ion Director of I. Miller, in discussing 
the influence of the new clothes on 
shoes, says, “I. Miller believes that 
there will be some direct influence, 
namely: in the interest and the focus 
that these clothes (in length and sil- 
houette) place on the foot. We believe 
that every woman will consider short- 
ening her skirt somewhat, that every 
fashion conscious woman will consider 
a new shade of hosiery, and that these 
women will be very conscious of a need 
for something new on their feet. The 
newest looking shoe ideas in France, 
Italy or America, are Perugia’s Para- 
dox, the heel shown with the Cardin 
clothes and the Perugia Forecast Last.” 
(Editor’s note: The heel with the 
Cardin clothes appears from the sketch 
to be considerably lower and less needle 
thin, but shapely.) 





Young-Timers’ Shoe Salon 
Stresses Daytime Silhouette 





The importance of the "belted" shoe for 
daytime is shown in these two silhou- 
ettes by Millies from the 450 Collection. 
The T-strap comes in red, rust or black 
grainy kid and the instep strap in com- 
bination rust suede and kid with a tiny 
suede button on the vamp. Both are on 
a mid-high heel. 





Nettleton, Miami Beach, 
Signs for New Leased Site 


MIAMI BeacH, FLA.—Nettleton 
Miami Beach, 737 Lincoln Road, here, 
has just signed a long-term lease at 
the new Deauville Hotel, 67th Street 
and Collins Avenue, Miami Beach. The 
shop will carry the same modern decor 
as the Lincoln Road shop, and tenta- 
tive opening date will be early in 
December. 

Owned by Harry & George Aus- 
lander, the firm is the largest fran- 
chised account of the A. E. Nettleton 
Company of Syracuse, N. Y. Harry 
Auslander, most active, designs all 
shoes for both shops, and all their 
patterns are made especially for these 
stores. Operating almost on 100 per 
cent make-up shoes, the Lincoln Road 
store has built up a business from every 
city in the U. S. and south of the 
border. They carry a mailing list of 
about 18,000 customers with permanent 
records of each purchase made. It is 
common, when the phone may ring a 
few times a day from a customer in 
Detroit or Dallas asking them to ship 
a number they purchased before, just 
by checking their card. 

The firm photographs all of its own 
shoes, and gets up a brochure yearly, 
which is mailed out to all active cus- 
tomers. Enclosed is a mail order blank, 
with a self-addressed envelope with it, 
to be returned with the customer’s 
orders. 

During November, when all the new 
patterns and colors come in, about 500 
pairs are mailed out to customers that 
month. 

The store’s personnel includes four 
men, all of whom have been with the 
shop at least nine years. 


Boston Travelers’ Parker 
House Shoe Show Scheduled 


BostoN—The Boston Shoe Travelers’ 
Parker House Shoe Show will open on 
Sunday, November 10 at 1 P.M., and 
will also be open on Monday, Novem- 
ber 11; Tuesday, November 12, and 
will close on Wednesday, November 13, 
at 7 P.M. The show has been held semi- 
annually for more than 20 years. 

This is a group exhibit of the leading 
brand name shoe manufacturers from 
every part of the United States, in- 
cluding shoes for men, women and chil- 
dren. It will occupy seven floors of 
the Parker House and will be attended 
by buyers from every city and town 
in the six New England states. 

Luncheons, clinics, and similar events 
for the retailers will be sponsored by 
the Boston Shoe Travelers. There will 
be one grand exhibit in the Old Boston 
Room on the first floor of the Parker 
House, where each manufacturer will 
exhibit his outstanding shoes. No sales- 
men or manufacturers’ representatives 
are allowed in this room, so the buyers 
will be able to shop this display and 
take notes at their leisure. 








Growth Laid to Planning Credo at Joslin’s 


Accessibility, ample selling and stock space and lots of shoes on display are fea- 
tures of Joslin's new shoe department in downtown Denver. 


DENVER—Due to great growth in its 
women’s and children’s shoe business, 
Joslin’s downtown store, well-known old 
Denver store has moved its women’s 
and children’s shoe department from 
the second to the first floor in a more 
accessible and remodeled salon in the 
past year. The new space provides 
triple selling space and stock space for 
22,000 pairs of shoes. Formal opening, 
heralded by a double page spread in 
the Denver Post recently and window 
announcements. 

Paul Montgomery, merchandise man- 
ager of all shoes for Joslin’s six stores 
in the Denver metropolitan area, put 
his favorite motto into work when he 
joined the Joslin organization early in 
1956. It is “Plan your work and work 
your plan.” The new department proves 
the wisdom and workability of the 
slogan. 

“You are invited because you are 
fashion-wise ladies of the Rocky Moun- 
tain Empire” said the ad, showing a 
number of the latest styles in women’s 
shoes. Women at the opening received 
Colorado carnations, children free bal- 
loons. 

Fifty new fitting chairs were filled 
most of the day and the sales force of 
seven plus several extras were busy at 
the fitting stools. The new department 
is located just a few steps from Den- 
ver’s Sixteenth Street (the main shop- 
ping street) doors, and just off the 
main aisle to the elevators. 

The paneled walls are of wormy 
chestnut painted cloister gray. Inserted 
in two of these walls are long shadow 
boxes, 18 inches in depth, lined with 
pegboard painted pale turquoise. The 
fitting chairs, with ebony arms and 
legs, are upholstered in antique white 
and alternating mist green. Brocaded 
fitting stools alternate the same tones. 

Pegboard display racks in the same 
cloister gray serve as the other two 
interior walls, separating the shoe salon 
from other departments in the store. 
These racks are so devised that shoe 
merchandise is shown to customers 
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passing down the main aisle. Prancing 
horses in bas relief in gay contrasting 
colors are set up on one panelled wall 
to indicate where the children’s section 
is located. 

In the formal opening ad, all 15 name 
brands of women’s and children’s shoes 
were listed, together with a picture of 
the department. Women’s fashion shoes 
range in price from $9.95 to $24.95, 
casuals and sports from $6.95 to $10.95, 
and children’s shoes from $4.95 to 
$8.95. 

To what does Mr. Montgomery at- 
tribute the success of Joslin’s shoe 
business the past 18 months? “Buy the 
right merchandise at the right time and 
promote it,” he said. “I plan my promo- 
tions as I buy three to six months 
ahead. And I promote only on a high 
grade level, emphasizing good legiti- 
mate value for the dollar. You can do 
this in a graded department.” 


Detroit Fall Shoe Fair 
Primarily a Fill-In Show 


Detroit — Exhibitors at the Fall 
Shoe Fair of the Michigan Shoe Trav- 
elers’ Club were gratified by atten- 
dance and buying activity. Primarily a 
fill-in show, it opened in the newly re- 
modeled Wolverine Hotel. 

Many of the women’s lines featured 
new patterns and materials in dress 
shoes for late winter and holiday wear. 
Novelty materials were prominent and 
met with the approval of buyers. A 
dressy tapered-toe pump in a new 
metallic aluminum cloth was displayed. 
It is available in either silver or gold 
color. A beaded self-bow ornamented 
this shoe. Rice-calf, an embossed treat- 
ment similar to last season’s broadtail, 
was outstanding as the newest in tex- 
tured leather. 

Retailers gave the nod to “gray” as 
one of the leading colors—#in dress, 
casual, and flattie styles. They also 
verified the fact that red is coming 
back into popularity. The neutral tones, 


such as wheat—raffia—and smoke, are 
continuing to be in demand, particu- 
larly in the casual lines. 

The big news in girls’ and women’s 
sports shoes is, of course, the sky-rock- 
eting sales of the buckle-back Ivy 
League Saddle, on light-weight crepe 
soles. Buying is so heavy in this style 
that practically all manufacturers are 
announcing three to four-week delivery 
on fill-ins. Black and white, or gray 
and white, are the favored color combi- 
nations in this leading shoe. 

Buyer interest was shown in wo- 
men’s oxfords featuring the new Hack 
Ripple Sole, for wear particularly by 
nurses and women in service jobs. 

Favored styles in the boy’s dress 
shoe lines were the gored slip-on and 
three-eyelet tie, with plain or Algon- 
quin-type vamp. Black was the lead- 
ing color choice, with the new deep 
burgundy color selling very well. 

In men’s dress shoes, a combination 
of black morocco and calf was note- 
worthy in both slip-on and three-eyelet 
tie versions. Men’s casual styles were 
being bought in the soft, new glove 
leathers and in buck. Here too, as in 
the women’s lines, the light neutral col- 
ors led the field. 

Women’s house slippers were selling 
in practical as well as dressy styles for 
Christmas promotion. Corduroy, bro- 
cade, and velvet were the best-liked 
materials. Satin was prominent in 
open, high-fashioned mules —as were 
combinations of veivet with gold or sil- 
ver kid. 


Two New Family Stores 
Opened by Thom McAn 


NEw YORK—Two new Thom McAn 
family shoe stores opened on August 
22. The stores are located in Norwalk, 
Calif., and San Antonio, Tex. 

Leonard Dillehay is manager of the 
Norwalk drive-in shoe store located at 
11732 East Rosecrans Boulevard. The 
store will be operated by a local com- 
pany, Norwalk Thom McAn, Inc. 

The new drive-in store in San An- 
tonio is operated by the local company, 
Vance Jackson Thom McAn, Inc. It is 
located at 107 Latch Drive and the 
manager is Alexander J. McLeod. 


Houston X-Rays Curbed 


Houston, TeEx.—Houston shoe shops 
which use X-ray fitting machines will 
be asked by the city health department 
to discontinue the practice by the end 
of this month, city public health engi- 
neer Alan Love said. He said health 
authorities feel the machines are giv- 
ing both store personnel and the shoe 
buyer unnecessary exposure. 

A survey to find where the machines 
are being usei is under way. Mr. Love 
said an out-of-date list shows about 
20 places using the devices. 

“There is a scatter and leakage of 
X-rays from the machines, so that parts 
of the body other than just the feet 
are exposed,” Mr. Love said. “That is 
particularly true of children.” 


Boot and Shoe Recorder 

















Cinderella Shoe Opens Two 
Lease Departments in Detroit 


Detroit—Cinderella Shoes, formerly 
operating in Pontiac only, has opened 
two leased departments in new Reed’s 
Department Stores in the Detroit sub- 
urban district — at 33125 Plymouth 
Road in Livonia and 27311 Cherry Hill 
Road in Inkster. These are in the new 
Sheldon Plaza and Cherry Hill Plaza 
Shopping Centers respectively. 

The firm is owned by Herman 
Shapiro. The Cherry Hill department 
has been placed in charge of Robert 
Shapiro, and the Sheldon Plaza store 
in charge of Allan Shapiro, both sons 
of the owner. The company handles 
women’s and children’s footwear ex- 
clusively, offering a popular priced 
variety of selections. 


Indiana Travelers Planning 
Shoe Retailers’ Association 


INDIANAPOLIS, IND. — Plans to help 
Indiana shoe retailers and buyers or- 
ganize the Indiana Shoe Retailers As- 
sociation were discussed at a meeting 
of the directors of the Indiana Shoe 
Travelers’ Association recently in the 
office of Robert McElroy, president of 
the travelers. 

At the same time, plans are going 
forward for the shoe show to be held 
at the Claypool Hotel, November 10-12. 
A combined meeting of travelers and 
retailers will be held there November 
11. 

The travelers’ board of directors is 
composed of George E. Henry, Brown 
Shoe Company; Frank M. Brown, Le- 
veren Shoe Corporation; Carlton Klaus, 
General Shoe Company; Hugh B. 
Smeltzer, Brown Shoe Company; Gene 
Thompson, Florsheim Shoe Company, 
and R. F. Grosskopf, Grosskopf, Inc. 


Women’s Shoe Sales Up 
In St. Louis Reserve District 


St. Lours—Sales of women’s shoes 
were up eight per cent for July, as 
compared to July, 1956, according to 
figures recently released by the Eighth 
Federal Reserve District. Figures 
cover department stores in St. Louis, 
Louisville, Memphis and Little Rock. 

Sales of chidren’s shoes in July ap- 
proximated sales for July, 1956. In 
men’s and boys’ shoes and slippers, 
sales were down one per cent for the 
month. 

The Federal Reserve report on stocks 
on hand July 31, as against the corre- 
sponding date last year, showed that 
stocks of women’s shoes were down 
four per cent for the district, children’s 
shoes down three per cent, while stocks 
of men’s and boys’ shoes and slippers 
ran even with last year. 

Totals on department store sales for 
a six months’ period from February to 
July, 1957, show that women’s shoes 
were up one per cent for the district, 
children’s shoes were up four per cent, 
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and men’s and boys’ shoes and slippers 
sales were down two per cent. 

Biggest sales gain in the district 
came from Little Rock department 
stores, which reported sales of women’s 
shoes were up 17 per cent over sales in 
July of last year. 





H. Scheft, Lease Department 
Operator, Honors Loyal Aide 


Boston — Melvin M. Rosenbloom, 
comptroller of the H. Scheft Company, 
which operates a large number of lease 
departments in retail stores, was ten- 


dered a testimonial dinner at the Som- 
erset Hotel, September 9, by his asso- 
ciates, After 32 years, Mr. Rosenbloom 
is retiring from active participation in 
the business. William Scheft, presi- 
dent, lauded his long and loyal service 
to the company. 

Mr. Scheft also announced that Louis 
C. Bidel of New York has joined H. 
Scheft as comptroller. Mr. Bidel at- 
tended Columbia University and has 
been associated with Bloomingdales and 
Gimbel Brothers, N. Y. and Snellen- 
burgs, Philadelphia, in staff capacities. 
Recently he has been a retail consultant. 
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Venetian points and lo-line pumps need the new 
SLIM Fairy Forms for effective display. 


Why not let your shoe sales reach a new high 
point with these new SLIM forms? 


Write for new catalogue. 
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New Children’s Shoe Store Sells Importance of Good Fit 


St. Lourts — A new children’s shoe 
store opened recently in the Warson 
Village Shopping Center, suburban St. 
Louis County. 

Named the Children’s Shoe Corral, 
the store carries its rodeo theme 
throughout. A natural cedar rail fence 
lines one interior wall, with a “gate” 
leading to stock areas. Lariats, spurs, 
rodeo wallpaper, and a hobby horse add 
to the decorative effect. Wide use is 
made of burlap and rough textured 
materials in the store windows and in- 
terior displays. 

Joe Bell owns and operates the new 


outlet. His former connections include 
Famous-Barr Company and a suburban 
shoe store in St. Ann’s, Mo. Lines 
carried at the Children’s Shoe Corral 
include Little Yankee, Stepmaster and 
U. S. Keds, plus slippers, ballet slip- 
pers and tap shoes. 

As part of the opening month cele- 
bration, Ross A. Tennant, director of 
research for Yankee Shoe Company, 
spent two days in the store talking to 
parents and assisting with fitting. 

Mr. Tennant, who develops lasts for 
Little Yankees, is author of a manual, 
“The Fitting of Children’s Shoes.” He 
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advised parents to avoid judging the 
fit of their youngsters’ shoes by the way 
the footwear looks on the child. Instead, 
he adds, shoes should allow the ball 
of the foot to place properly in the 
shoe. Fit should concentrate on the in- 
step and vamp area, with heel of 
secondary importance. Topline of a 
good fitting growing child’s shoe should 
allow the foot to slide forward for 
proper foot function, with no puffing 
of the flesh across the instep. 

Mr. Tennant explained to mothers 
how the creasing of a shoe across the 
vamp signals scientific fit. He feels that 
shoe salesmen should be well informed 
as to foot structure and shoe construc- 
tion, so that they will be able to give 
parents several reasons why the shoe 
he tries on the youngster fits or does 
not fit. Years of experience are of less 
importance in shoe salesmanship, ac- 
cording to Mr. Tennant, than correct 
and thorough knowledge of the subject. 


Shoe Manual Available 
To Retail Shoe Dealers 


SHERMAN, TEx. — Dr. Charles A. 
Roberts, a chiropodist and shoe retailer, 
whose “Feature Shoe Manual” was re- 
viewed in the August 1 issue of Boor 
AND SHOE RECORDER, said he was 
anxious to correct a misconception that 
might arise on a reading of the review. 

Dr. Roberts said free distribution 
was restricted to a list of professional 
persons. Retailers can obtain a copy 
of the informative, 60-page booklet by 
sending $1.50 to Charles A. Roberts & 
Son, Sherman Tex. 





A Very Comfortable Fit, 
N’Est-Ce Pas, M’sieu? 


= 


The International Leather Exhibition 
opened in Paris with this over-sized 
shoe, smart, high-heeled, and in red 
suede—but a big size, we're afraid. The 
pretty model solves the situation by 
climbing right in, feet and all. The size 
is, in case you're wondering, No. 60, in 
contrast to the average 5 fo 6. 
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San Francisco Slows Down 
But Backs Slim Shoe Look 


SAN FRANCISCO — September shoe 
sales in San Francisco were a little 
below last year. Back-to-school promo- 
tions helped during the first week, then 
there was a little slow down. Displays 
and promotions of fall styles came out 
in full force during the middle of the 
month and sales started picking up 
again. 

First showings seemed to indicate 
that everyone was going all out for 
the slim, pointed look, fore and aft. 
Practically all of the first advertising 
and displays played up the pointed 
toes and slim heels. 


a aire 
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Slim elegance with conservative color | 


contrast was apparent in all the show- 
ings. Joseph Magnin is showing an 
attractive number in black and white 
wool tweed with black grained calf 
heel and toe, at $35.95. Frank More 
has a black slipper with pearlized 
bronze rice calf collar and black tabbed 
tongue at $26.95. At Frank Werner’s 
there is a striking textured lace calf 
in blaek, both open and closed models, 
very slim and tall, at $29.95, with 
matching bag at $32.95. 

Sommer & Kaufmann showed a 
little variation in a model] with a small 
square toe to relieve the extreme 
pointed look. The Emporium is featur- 
ing a dressy slim number, either per- 
fectly plain or with a choice of six dif- 
ferent buckle and bow toe decorations. 

In addition to the extreme slim look, 
Macy’s, The White House and H. 
Liebes are also featuring broader toes 
and medium heel numbers to appeal to 
those who are not going for the very 
narrow look. 


Denver Karl’s Shoes Expands 


DENVER—Kar!’s Shoe Stores, headed 
by Harry Karl, has expanded its opera- 
tion in moving its former store at 1120 
Sixteenth Street five blocks down the 
street into the center of the heavily- 
trafficked downtown 
Sixteenth Street. The latter store was 
previously occupied by the Denver 
Bootery, which has gone out of busi- 
ness. Howard Cofer, who has been with 
Karl’s Shoe Stores for six years, moved 
from the managership of another Karl’s 





section at 614 | 


Shoe Store at 1038 Fifteenth Street to | 


take over the shop at the new location. 
Jerry Osborne, who has been with 
Karl’s for five years, is new manager 
of the Fifteenth Street Store. 

Karl’s Shoe Company also has stores 
in Aurora and Thornton, two Denver 
suburbs. 


Providence Shoe Stores 
Take Part in Fall Promotion 


PROVENCE, R. I.—A group of 11 
retail shoe stores and departments 


cooperated with 35 other retailers and 
service companies to stage an all-week 
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Downtown Providence Fall Fashion 
Revue from September 16-21. 

Aim of the promotion was to de- 
velop traffic for the downtown area 
and to emphasize the fashion smart- 
ness of merchandise in the large down- 
town stores. 

The group took a full page news- 
paper ad and used some radio spots. 
In addition to the group advertising, 
many individual stores used larger 
space advertising and put in unusually 
attractive window and store displays. 

The cooperating shoe stores and de- 
partments included Cherry’s, Glad- 
ding’s, Health Footwear, Inc., Kays- 


Newport, Kennedy’s, Inc., Dr. Locke 
Shoe Store, Outlet Company, Peerless 
of Providence, Selby Shoes, The 
Shepard Company, and Wilbar Shoes. 

In addition to the activities of this 
larger group, a group of department 
stores staged a Luncheon Fashion Show 
at the Sheraton-Biltmore Ballroom. The 
noontime luncheon was followed by a 
fashion show presented by Miss Made- 
line Corey, fashion editor of the Provi- 
dence Journal-Bulletin. 

This group of stores included 
Cherry’s, Gladding’s, Kennedy’s, Pin- 
kerson’s, Outlet Company, Peerless of 


Providence, and Shepard’s. 
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LAKEWoop, CoLo.—‘The biggest chal- 
lenge to the shoe retailer today is to 
keep up with teenagers and their styles, 
but it’s an interesting challenge and 
well worth every effort you put to it,” 
declares M. S. Hanson, of Hanson’s 
Shoe Store here. 

With the new Lakewood High School 
under construction for opening next 
fall only a few blocks from his modern 
family store, opened here in early 1956, 
he will find teenager traffic increased. 

“But you can be in the heart of a 
youthful population and lose out on the 
business if you don’t buy right. It’s so 


Eavesdrop to Sell More to Teenagers, Says Retailer 


easy to buy the wrong way.” Mr. Han- 
son continued. “We’ve found by letting 
them come in and kibitz around, by 
sorta eavesdropping on their conver- 
sations, we can find out what they want 
to wear and what the coming trends 
are. It’s important when teenage busi- 
ness represents 20 per cent of your 
overall selling. 

“The smart shoe merchandiser lets 
the kids tell him. We encourage them to 
come in in groups and chat; we put 
them on our level, make them feel wel- 
come and even are hep to their lingo,” 
he said. “It may be a little wearing on 
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your sense of humor and your patience, 
but you’ll find by catering to the kids 
that all the gold isn’t up in the hills.” 

Mr. Hanson agrees that catering in 
style, quality and price to this young 
customer isn’t the easiest job in the 
world, but it’s the boys and girls in the 
teenage class that buy those extra pairs 
of shoes. Teenage boys buy three pairs 
to his father’s one pair, he pointed out. 





Innes Shoe Company Opens 
Another Branch in California 


REDONDO BEACH, CALIF.—A new 
Innes Shoe Company store, the 14th 
in the chain of family shoe stores, has 
just been opened at 2001 Hawthorne 
Boulevard in the big new shopping 
center in Redondo Beach, a popular 
resort city 20 miles southwest of Los 
Angeles. Jack Slavin has been ap- 
pointed manager. He has had long 
experience in the Innes organization. 

The opening was conducted in Holly- 
wood style, and Joan Blackman, Holly- 


wood’s newest movie Cinderella, cut 
the ribbon. She was flanked by Innes’ 
president Paul Seigel, Congressman 
Cecil King, Los Angeles Supervisor 
Burton Chace, Redondo Mayor Lee 
Center, Councilwoman Eunice Patter- 


son, and Paul Moore, president of the 
Redondo Beach Chamber of Commerce. 

The store has a dramatic floor-to- 
ceiling glass front with its “Cinema- 
scopic” dimensional depth showing win- 
dow and interior designers, the com- 
fortable and beautiful chairs and fur- 
nishings and hush of the floor cover- 
ings, the charm and appeal of the 
children’s department. 





October Shoe of the Month 
Is All-Suede Pump with Bow 






This dressmaker pump, a Rhythm Step 
pattern, has been selected as Shoe of 
the Month for October by the Shoe 
Fashion Board of St. Louis. Designed for 
the mature woman as well as the career- 
ist, the all-suede pump carries a match- 
ing peau de soie swath and bow to 
shorten the tapered toe look and is 
both young and afternoonish. 
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Rollnick Shoes Announces 
New Idaho Store Location 


POCATELLO, IDA. — The Hub Building, 
a two-story structure at a 100 per cent 
location on the southwest corner of 
Main and Center Streets here, has been 
purchased by the Rollnick Investment 
Company, Denver, of which the Roll- 
nick Shoe Company is a division, Phil 
J. Rollnick, Jr., supervisor of Rollnick 
Shoe Stores, has announced. The Roll- 
nick Shoe Store here, which has been 
located at 349 West Center Street, will 
move into the remodeled Hub Building 
in late November or early December. 

“The new store will really be differ- 
ent, the floor plan entailing three sets 
of windows and a separate store for 
men” Mr. Rollnick said. “So that men 
customers will feel completely at home 
and can come in work attire, we are 
placing the men’s department on one 
corner in a 15-by-18-foot section. There 
will be a separate street entrance for 
the men. 

“While the men’s section will be rus- 
tic and comfortable the women’s de- 
partment will be elaborate and dainty. 
There will also be a separate children’s 
department. The Paris Store, leading 
dress shop here, is next door and oc- 
cupies the space adjacent to our wo- 
men’s department so that there can be 
an uninterrupted flow of traffic between 
the two stores.” 

Delbert Thomson, who has been with 
the company for six years, will continue 
as manager of the new store. The upper 
floor of the building is occupied by a 
business school, another convenient cus- 
tomer potential. 

Rollnick’s now have nine shoe stores 
in the Rocky Mountain West, four in 
Denver, one in Boulder, Colo.; two in 
Cheyenne, Wyo.; one in Rock Springs, 
Wyo., and the one Idaho store here. 





Illinois Plans to Get a Listing 
Of All Radiation Machines 


SPRINGFIELD, ILL.—Illinois now has 
in effect a law requiring the registra- 
tion of all radiation machines as well as 
of radioactive materials without, how- 
ever, restricting or controlling their 
use. The registration program is being 
administered by the Bureau of Radio- 
logical Health and Air Pollution Con- 
trol, part of the state’s Division of 
Sanitary Engineering. 

The program involves sending regis- 
tration forms and a copy of the new 
law, with an informational letter, to 
all known operators of radiation in- 
stallations in the state. 

“We would like to emphasize,” said 
C. W. Klassen, the state’s Chief Sani- 
tary Engineer, “that the sole purpose 
of this program is to permit an evalua- 
tion of radiological hazards in Illinois. 
Statutory registration of radiation in- 
stallations was recommended by the 
Atomic Power Investigating Commis- 
sion as a means of locating all radia- 
tion sources so that such an evaluation 
could be made. 
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A. S. Beck Plans Opening of Manhattan All-Man Salon 


NEW YorK—A. S. Beck Shoes’ new 
contemporary design men’s salon on 
East 59th Street between Lexington 
and Park Avenues in Manhattan will 
formally open September 10. 

Although other A. S. Beck stores 
throughout the metropolitan area have 
separate men’s departments, the new 
salon will be A. S. Beck’s first salon 
in New York exclusively for men. 

Customers will shop in an atmos- 
phere of airiness, color, and light. Ceil- 
ings of bleached gold, walls of dark 
gray Sapeli mahogany, and textured 
charcoal carpeting in square pattern 


design characterize the interior. 

The exterior facade of the new salon 
is finished in white, black, and dark 
gray terrazzo, with twin display win- 
dows. It will be A. S. Beck’s 165th re- 
tail store. 

Other A. S. Beck salons devoted to 
men’s shoes exclusively are already in 
operation in Pittsburgh, Buffalo, Chi- 
cago, and Philadelphia. 

Manager of the new 59th Street salon 
will be William Perlman, who has pre- 
viously been manager of A. S. Beck’s 
Lexington Avenue salon nearby. 
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Saks Fifth Avenue Opens New Jersey Unit NSTA Executive to Address 


Meeting During Boston Show 


Boston — A_ breakfast meeting, 
scheduled for November 12, is the only 
social feature planned by the commit- 
tee in charge of the spring shoe show 
sponsored by the Boston Shoe Trav- 
elers Association. At this meeting the 
principal speaker will be one of the 
officers of the National Shoe Travelers 
Association. The show opens in the 
Parker House, here, on November 10 
and will close four days later. 

As usual, exhibitors will be given 
the right to display a few of their best 
selling styles in the Boston Room on 
the second floor of the hotel. They will 
not, however, be permitted to solicit 
business there, thus giving buyers an 
opportunity to study the new styles 
without interryption. In this room, 
also, both retailers and exhibitors will 
be handed entry blanks in a contest, 
the winners of which will be awarded 
prizes. There will be three such prizes 


The shoe salon in the East Wing of Saks Fifth Avenue, Springfield, N. J. This store, for retailers and the same number for 


seventeenth in the Saks Fifth Avenue network, was opened August 19. Part of ¢xhibitors. 

the walls are pale buff; others are covered with a buff and grey wall paper which Approximately 200 lines will be on 

reflects the Colonial heritage of that part of the country in its pattern. The display in hotel sample rooms. 

Colonial American type of furniture is cherry and hand waxed. Armchairs and 
benches are upholstered in orange and avocada linen from Scalamandre. 


Pic-Way Self-Serve Opens 





‘Small Fry Shoes’ Opens 
DETROIT A new juvenile shoe spe- 
cialty shop is being opened under the 
name of Small Fry Shoes at 31509 Joy 
Road in the west side suburb of Nankin 


Township, by Louis Cantor. The store, Another Unit in Portsmouth 


to be operated as a “Children’s Shoe 
Fair,” is in the Detroit area’s newest 
community shopping center, located 
just east of Merriman Road on Joy. 
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Style No. 156 

White Wash Kid Laced 
Boot. Perforated vamp 
Cushion sole. Narrow, 
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PoRTSMOUTH, O.—The Pic-Way Shoe 
Mart has been opened at 2332 Gallia 
Street as a self-serve retail supermar- 
ket, open to the public from 9 to 9 
seven days a week. 

Parent company is the Epko Shoe 
Company of Toledo. The firm has three 
other stores in Ohio but operates a total 
of 28 in Ohio, Michigan and New York. 

Opening advertising featured themes 
of 14,000 pairs of shoes to select from 
and two pairs for $5. 

Manager is Tony Venturino, who 
was with the Selby Shoe Company as a 
spotter. Assistant managers are Wade 
Frazier, formerly an assistant manager 
here for the J. R. Kinney Shoe Store 
here and Robert E. Lykins, formerly a 
receiving clerk for Selby. 


Women’s Shop in Portsmouth 
Opens with Williams’ Shoes 


PORTSMOUTH, O.—Featuring quality 
line shoes from the Williams Manufac- 
turing Company, here, William Pat- 
terson and local associates have opened 
“The Bootery” for women’s footwear 
at 1139 Gallia Street. 

It is the first shoe store here to han- 
dle first quality shoes from the Wil- 
liams plant. Substandards have been 
sold here. 

The store will feature lines retailing 
at $2.99, $3.99 and $4.99. In addition 
there will be a budget shop for sale of 
national brand lines selling at $2.18 
and $2.98. 

Mr. Patterson said he opened the 
shop with the belief that every pair 
sold means that much more production 
for the local factory. 
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New Bata Store Emphasizes Color, Lighting 





An interior view of Bata Shoe Company's modern replacement for a former smaller 
operation in Easton, Md. Lighting and colors are important components. 


Easton, Mp.—The Bata Shoe Com- 
pany which has operated a shoe store 
in Easton for many years moved its 
operation to a new and larger location 
here, 

The new store was opened after ex- 
tensive remodeling to the building had 
been completed. To comply with the 
sentiment of the town of Easton, which 
is called “The Colonial Capital of the 
Eastern Shore,” the store front was 
completed in a colonial design. 

Small window panes have been used 
in the front of the building and also a 
gleaming white wooden front with a 
black sign was incorporated into the 
design to give the store an authentic 
Colonial appearance. 

The interior of the store is completely 
modern with a large pre-selector rack 
next to the entrance and a separate 
men’s and women’s department. Ladies’ 
window lighting effects created by lumi- 
nous plastic light fixtures are part of 
the interesting lighting layout. Color 


scheme is coral, yellow and turquoise, 
giving the store a lively appearance. 








Store Moves to Larger Home 


OMAHA, NEB.—Raymond’s Children’s 
Shoe Store has moved from a down- 
town location to larger quarters at 
4800 Dodge Street, where free parking 


will be provided at all times. Stocks 
will be nearly doubled in the new loca- 
tion, it was said, and four separate sec- 
tions will be operated. 

The new enlarged big boys’ depart- 
ment will carry sizes to 7. The new 
growing girls’ department will have 
sizes to 8. There will also be an en- 
larged orthopedic department, and a 
new dance supply department featur- 
ing footwear for ballet, tap dancing, 
etc. 

A change in store hours will keep 
the store open until 8:30 p.m. on Mon- 
days, Thursdays and Fridays. 
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Damaged Store Opens 


OMAHA — Brown’s Shoe-Fit Com- 
pany, of Shenandoah, Iowa, has re- 
opened its store at 413 West Broadway 
in Council Bluffs. Damaged in a fire 
last spring, the shop has been modern- 
ized and departmentalized over its 
three sales floors. 

During the three-day opening a sil- 
ver dollar went to every purchaser of 
a pair of shoes. 

Samuel Brown, son of company pres- 
ident William Brown, manages the 
Council Bluffs store. 


May Company Buys Out Old 


Daniels & Fisher in Denver 


DENVER—In one of the largest trans- 
actions ever negotiated west of the 
Mississippi River involving retail real 
estate, the 93-year-old “carriage trade” 
department store of Daniels & Fisher 
here has been sold to the May Company. 

Joseph Ross, an executive of Dallas’ 
world-famous Nieman- Marcus store, 
and who came to the presidency of 
Daniels & Fisher three years ago, will 
become vice-president for merchandis- 
ing of the R. H. Macy & Company 
stores in New York City. 

Mr. Ross had taken over the reins 
of Daniels & Fisher November 15, 1954. 
Shortly thereafter, Webb & Knapp’s 
William Zeckendorf announced that the 
firm would move from its present loca- 
tion to the Courthouse Square project, 
now nearing completion. 

The May Company, located here for 
many years in the heart of downtown 
Denver three blocks south of Daniels 
& Fisher, is scheduled to merge the 
two stores and open in the new store 
by Spring of 1958. The new store will 
double the space of the present May 
Company. 

Mr. Ross, 43, a native of New York 
City, began his retailing career with 
the Macy firm 22 years ago. 

Status of the shoe departments, in- 
cluding Daniels and Foster exclusive 
Corinthian Shoe Salon, and their per- 
sonnel is still undertermined. 











WHOS WHO in Shoes..by FREEMAN 





JOHN ho 


dl 


Wr WS BRoTneR Kaen, PAUL 
OPERATES STORES IN ROCKFORD AURORA 
AW) WAUKEGAN. FORMERLY LIVED 
(NWN COLUMBUS, OWO. 


POUMEMBERS BORROWING MONEY 








J START SECOND STORE AND WORRYING KE we J} 
UNTIL 1T WAS PALO BACK CT ODN Take Lowt6)) ope 


Mewser oF Sueme Ltrs, Aopaky 
LNWIOYS GOLF, CARDS ANO DICE 
GAMES -- ALL WITHIN LIMITS. 


bas SOLO SHOES FOR FO YEARS. 


FAVORITE FOOTWEAR: WONDERFUL PEELING 


FREEMAN SHOES FOR . 
“doers MEN. ko AZ 














































About Shoe People 





Albert Girard has been promoted 
from district manager to vice-president 
and general manager of Modern Shoe 
Stores, Inc., 327 Montgomery St., Prov- 
idence, R. I. The company operates six 
family shoe stores. 

+ ~ » 

Max Cohen, previously salesman with 
Wilbar’s, 232 Westminster Street in 
downtown Providence, R. I., has been 
advanced to manager. He succeeds 
Harry Holland who has joined the Mary 
Jane shoe stores in Boston. 

* > ” 

Frank Gobeille, previously manager 
of the children’s shoe department at the 
Cherry & Webb Company, Providence, 
is now sales representative with the 
children’s shoe department at The Out- 
let Company, that city. Fred Willis, 
manager of Cherry & Webb children’s 
shoe departments, is in charge of the 
department in that store. William 
Capuano is manager. 

* » * 

The Red Cross Shoe Department at 
Peerless Company, 239 Westminster 
Street, in downtown Providence, has 
been moved from the street floor to the 
second floor, where it occupies a 20 per 
cent larger selling area. George W. 
Pike is department manager. Reloca- 
tion of this department was made when 


Peerless leased a large block of space 
from the Boston Store. It now operates 
32,000 square feet of selling space plus 
office, receiving and stock facilities in 
this large department store. The store 
specializes in apparel and accessories 
for women, misses and children. 
” + * 

The Norwalk Shoe Fair has moved 
from its former location on Wall Street, 
Norwalk, Conn., to 7 Isaac Street, in 
the same city. The new store is one of 
the most attractive in Norwalk, and 
carries both women’s and children’s 
footwear. Edward Sherman is pro- 
prietor and manager. 

> ~ m 

Adam D. Heldt, founder of Heldt’s 
retail shoe store in Princeton, Ind., re- 
cently celebrated his 57th year in the 
business. 

~ * * 

Meyer Rosenfield has been named 
buyer of men’s, women’s and children’s 
shoes at the Boggs & Buhl department 
store in Pittsburgh. He was associated 
formerly with the Verner’s shoe store 
where he was a shoe buyer for many 
years. 

- * * 

Ray Harris, manager of Schreiber’s 
shoe department, Scranton, was pre- 
sented a gold watch recently by the 






Freeman Shoe Corporation for winning 
that firm’s star managers contest. Mr. 
Harris succeeded Victor Refice as man- 
ager of the local store’s shoe depart- 
ment. The latter resigned to enter his 
own business. 

* oe + 


The Poll Parrot Shoe Store, which 
burned recently in the 2400 block of 
University in Houston is back in busi- 
ness with a new stock. The store is ina 
temporary location at 2427 University 
just a few doors from its old location. 
A new store will be opened at the old 
address in time for Christmas, Maurice 
Margolis, president of Poll Parrot Shoe 
Stores, said. 

Stock in the temporary location in- 
cludes a full line of regular shoes, and 
the new styles for the teen-agers. 

Poll Parrot operates other stores at 
1012 Capitol, 4416 S. Main, 6648 Harris- 
burg, 2106 Yale, 925 E. Shaw in Pasa- 
dena, Palms Center and Gulfgate. An- 
other store is in operation in Corpus 
Christi and a new store will be opened 
soon in Beaumont. 

~ ~ * 


King’s Shoe Store in Medford, Mass., 
has reopened under the management of 
Arthur Sweeney. 

~ * * 


Linal Cancellation Shoes is the name 
of a new store opened at 207 Trumbull 
Street, Hartford, Conn., by Nat Gold- 
stein. 
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James Walker has assumed the 
duties as manager of the Walker Shoe 
Store in Waterloo, Iowa, replacing his 
father, Louis E. Walker, who will work 
fulltime as general manager of six 
Iowa Walker Shoe Stores. The younger 
Walker, a graduate of West High 
School in 1950 and of the State Uni- 
versity of Iowa in 1954 has returned 
from two years’ service in the United 
States Air Force. 

* * * 

The Shoe Box, Burlington, Iowa, has 
moved to a new location at 509 Jeffer- 
son, providing more show room and 
larger stock rooms. James E. Augs- 
burger is manager. 

” mm * 


The grand opening of the new Trade- 
home Shoe Store was held recently in 
Mason City, Iowa. The new and larger 
store is one door north of the former 
site, now at 16 South Federal instead 
of 18 South Federal where it has been 
under the same management for 27 
years. Twice as much floor area as the 
former store offered is available in the 
new store and there is ample room for 
stock room in the rear. The store has 
been under the same management 27 
years, with A. M. Ady, manager. Full- 
time personnel in the store includes 
Edna Hartsook, Don Kissinger, Pete 
Poro and Emery Toresdahl. The store 
also employs some part-time help. 

. * * 


Kermit Nelson has changed the name 
of the Stevens Shoe Store, 106 East 
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Main Street, in Ottumwa, Iowa, to Nel- 
son’s. Mr. Nelson has been in the shoe 
business for the past 20 years. He came 
to Ottumwa from Minneapolis in Au- 
gust, 1951. Formerly, he had been a 
buyer for a chain of shoe operations, 
women’s shoe buyer for a Minneapolis 
firm, field representative for the Brown 
Shoe Company, where he serviced inde- 
pendently-owned stores and established 
new stores. Key personnel in the store 
included Lennox Hummel, assistant 
manager; Lucille Melrose, Robert E. 
Melhus, manager of the basement de- 
partment; Mrs. Nelson, credit man- 
ager, and Fred Yackel, bookkeeper. 
* * >” 


Clancy L. Hunt, formerly of Cla- 
rinda, has purchased the Sullivan- 
Auwerda Shoe Salon in Keokuk, Iowa. 

* * * 

Mr. and Mrs. A. G. Madsen have 
opened a shoe store in Leon, Iowa, and 
will feature shoes, hosiery and a com- 
plete line of purses. 

aK o* ~ 

Since the opening of the new and 
larger Kinney Shoe Store at 120-122 
East Main Street, Ottumwa, Iowa, an 
important merchandising change has 
been made at the firm’s original store 
at 204 East Main Sireet. Gene Hol- 
comb, who was transferred from Mar- 
shalltown to manage the original Kin- 
ney store, said the name of that store 
has been changed to Kinney’s Iowa 
Outlet Store. In its new operation, Mr. 
Holcomb said depleted stocks or odds 





and ends from other stores will be 
shipped to this store and sold at re- 


duced prices. Meanwhile, Donald K. 
Cornelison, formerly manager of the 
original store at 204 East Second is 
now in charge of the new and larger 
store. 





French Designer Arrives 
To Claim Denver Prize 





award-winning French 


Vivier, 
shoe designer, shown arriving at Idlewild 
Airport from Paris. He was en route to 
Denver to receive the first annual Dan- 
iels-Fisher prize for original shoe design. 
Mr. Vivier is under exclusive contract to 
Christian Dior of Paris. 
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Wolverine Shoe and Tanning Corrs 
Rockford, Michigan 


Russeks Opens Lease Shoe 
Department on Fifth Avenue 


New York—A shoe department has 
recently been opened at Russeks Fifth 
Avenue here. It has been leased by I. 
A. Hanig, a Chicago retailer with three 
shoe stores in that city. Conveniently 
situated on the street floor, it has an 
unusual color scheme of orange and 
yellow. 

The department carries three lines 
of women’s style shoes, from Johansen 
Brothers Shoe Company of St. Louis, 
Fern Shoe Company of Los Angeles 
and the Ci-Ranno line from Vogue 
Shoe, Inc., also of Los Angeles. 

Prices will range from $16.95 to 
$24.95, with a few very much orna- 
mented and high style patterns from 
Fern to retail at $50. The department 
will carry a line of coordinated hand- 
bags to retail at $14.95. The ratio of 
handbags to shoes sold the first morn- 
ing, according to Mr. Hanig, was 1 to 3. 


Caldwell’s Appoints Manager 


CovINA, CALIF.—Everett W. Gillman 
has been named manager of Caldwell’s 
Shoes here, owner Jack Caldwell an- 
nounced. 

Mr. Gillman has had 18 years’ ex- 
perience in the retail shoe business, five 
of them as a store manager. He came 
originally from Newton, Ia., and has 
lived in Covina for the past three 
years. 


Nunn-Bush Shoes Added 


MILWAUKEE—Six stores of the Ken- 
nedy chain of New England has added 
Nunn-Bush Shoes and Edgerton Shoes 
for men. These stores are at Framing- 
ham, Hyde Park, Salem, Haverhill, 
Lynn, Mass., and Manchester, N. H. 

Five other Kennedy stores have fea- 
tured Nunn-Bush and Edgerton Shoes 
for many years. They are at Boston, 
Worcester and Springfield, also Provi- 
dence, and Hartford, Conn. Another 
Kennedy store, at Portland, Me., will 
add Nunn-Bush Shoes in the spring of 
1958. 


A. S. Beck Shoes Promotes 
Two Managers, 17 Assistants 


New York — Personnel promotions 
and new assignments involving 22 A. 
S. Beck Shoes’ retail stores were an- 
nounced by Jack Domash, vice-presi- 
dent in charge of store operations. 

Two new store managers and 17 
new assistant store managers were 
named in the promotion list. 

Murray Greenspan, formerly assis- 
tant manager of A. S. Beck’s Eliza- 
beth, N. J., store, now is manager of 
the ‘chain’s Plainfield, N. J., store. 

George Domash is the newly-named 
manager of Beck’s recently opened 
Dover (New Jersey) Shopping Center 
salon. He formerly was assistant man- 
ager of the Valley Stream (Long Is- 
land) Shopping Center store. 


Promotions to assistant store man- 
ager were announced for: 

Anthony Napoli—Dover (New Jer- 
sey) Shopping Center. He was formerly 
assigned to the Plainfield, New Jersey, 
salon. 

Philip Aidem—South Michigan Ave- 
nue, Chicago, salon. He was formerly 
associated with Chicago’s West Madi- 
son Street store. 

Myer Kane—86th Street, Brooklyn, 
N. Y. 

M. D’Angelo—Wilkes-Barre, Pa. He 
was formerly with Beck’s Allentown, 
Pa., salon. 

Robert Conboy — Westgate Mall, 
Cleveland; Ronald Jonas—Flint Shop- 
ping Center, Flint, Mich.; Bob Payne— 
South Evergreen Park Plaza salon in 
Chicago; Richard Gadrow — Euclid 
Avenue, Cleveland, O. Formerly with 
the University Heights store, also in 
Cleveland; A. Benjamin — Elizabeth, 
N. J. Formerly with the West New 
York, N. J., salon; Philip Dow—East 
South Gate Shopping Center, Milwau- 
kee; Larry Schneider—Jefferson Ave- 
nue, Detroit. 

Also Eugene Parker—Frandor Shop- 
ping Center, Lansing, Mich.; Edward 
Borens — Bala-Cynwyd Shopping Cen- 
ter, Philadelphia; Peter Bartolo — 
Jamestown, N. Y.; Raymond Rolley— 
Niagara Falls, N. Y.; J. L. Gravelle— 
Tremont Street, Boston, and Benjamin 
Calder—University Heights, Cleveland. 
Mr. Calder was formerly with the 
Euclid Avenue salon, also in Cleveland. 


Financial News 


U. S. Shoe Pays Dividend 


CINCINNATI—United States Shoe 
Corporation sales of its Red Cross and 
Joyce brand shoes reached a new high 
during the last quarter, the company 
reported yesterday following a quar- 
terly meeting of the board. The board 
voted a regular quarterly dividend of 
25 cents a share on common stock 
payable October 14 to shareholders of 
record September 27, 1957. 

U. S. Shoe also reported that its 
new Selby Arch Preserver division was 
meeting with national acceptance. 


Kinney’s Net August Sales 
Up 27 Per Cent Over 1956 


NEw YorkK—The G. R. Kinney Cor- 
poration reported net sales for August, 
1957, for its chain of family shoe stores, 
of $5,612,000. This represents a 27.4 
per cent increase over August last year, 
when the net was $4,406,000. 

For the eight months ended Au- 
gust, 1957, the corporation’s net sales 
amounted to $35,839,000, a 13.9 per 
cent increase over the comparable pe- 
riod last year. 

In operation at the end of August 
were 390 stores, which compares with 
354 units for the corresponding month 
of the previous year. 
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Sturdy Goodyear Welts. Water and acid resistant oil retan foot 
and top. Long wearing but flexible patterned sole and heel. 


No. 9200 


Black—Sizes 10 thru 3 only, 
“B" and ‘‘D" widths. 
cost To you ..$4.75 


No. 9250 


Black, same as 9200 but 
made with broad roomy Engi- 
neer toe and logger heel. 
Sizes 2 thru 6 only, ‘'B’’ and 
“D" widths. 

cost To You .. $5.95 


No. 9100 


Black, same as 9200, except 
in soft, pliable Elk. 

COST TO YOU.. 

Sizes 10 thru 3— $4.20 


Sizes 3% thru 6— $5.35 
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Beck Sales Up 8.5 Per Cent 


NEw YorK—The A. S. Beck Shoe 
Corporation, including its Adler Shoes, 
C. H. Baker, and Ansonia subsidiary 
chains, announced that retail sales for 
the five weeks ending August 31, 1957, 
totalled $4,340,975. This is an 8.5 per 
cent increase from retail sales of $4,- 
001,314 during the corresponding 1956 
period. 

For the first 35 weeks of 1957, A. S. 
Beck and its subsidiaries report sales 
of $36,620,224, an increase of 5.4 per 
cent from sales of $34,734,896 recorded 
for the comparable period of 1956. 



















Hubshman Reports Earnings 


New YorkK—Hubshman Factors Cor- 

poration acquired receivables amount- 

: ing to $58 million for the six months 

t up to July 31, 1957, it was announced 
by Henry M. Hubshman, president. 

Net income was $203,243 and earn- 

ings per class A share were 74 cents. 

The number of such shares outstanding 

was given as 275,000. Mr. Hubshman 

said there was no comparison available 
for a similar period in prior years. 


















Edison Net Up for August 
St. Lours—Edison Brothers Stores, 


Inc., has reported consolidated net sales 
of $8,038,541 for the month of August. 
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This compares with $6,990,380 for Au- 
gust, 1956, an increase of $1,048,161 
or 14.99 per cent. 

For the eight months ending August 
31, sales amounted to $62,307,135 as 
compared with $55,848,829 for the same 


period last year. This is an increase 
of $6,458,306, or 11.56 per cent. 


Obituaries 


William C. Kane 


BLOOMINGTON, ILL.— William C. 
Kane, 75, shoe salesman for many 
years, died August 24. 

Mr. Kane was with Rodgers Shoe 
Store for 12 years, then with Gerhart 
Shoe Store for 46 years. 

His widow, son, daughter and five 
grandchildren survive. 


Eli J. Josephson 


TOLEDO, O.—Eli J. Josephson, 34, 
manager of Cole’s Shoe Store, 347 Sum- 
mit Street, died in Riverside Hospital. 

Mr. Josephson had lived in Toledo for 
about 6 years. He was born in Olympia, 
Wash. He was a member of Congrega- 
tion Anshai Sfard and Goldstein-Good- 
man Post, Veterans of Foreign Wars. 

Surviving are his widow, Ruth; a 
son, Michael A.; and two daughters, 
Doreen and Pamela. 





Daniel B. Sullivan 


St. Lourts—Daniel B. Sullivan, treas- 
urer of Wohl Shoe Company, died of a 
heart ailment September 10 at his home 
in St. Louis. He was 57 years old. 





DANIEL B. SULLIVAN 


Mr. Sullivan was appointed treasurer 
of Wohl Shoe Company in 1953, after 
serving as credit manager for the firm 
for 20 years. He is survived by his 
widow, Mrs. Irene Sullivan. 


Walter M. Ray 


Boston—Walter M. Ray, of Swamp- 
scott, president of the Henry K. Barnes 
Company of Salem, leather makers for 
50 years, died at his home. He was 80. 

A native of Hyde Park, he had made 
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WEST COAST SHOE TRAVELERS ASSOCIATES 
PRESENTS 


TO WALKING PLEASURE 


REDDI-TACK 
METATARSAL PADS 


@ Pre-shaped sponge rubber 


prevents wrinkling. 


BUY HAPPY! — SELL HAPPY! 


SPRING FOOTWEAR 


MARKET WEEK IN LOS ANGELES 
NOV. 17, 18, 19, 20, 1957 


Alexandria, Biltmore Hotels; Haas Bldg. 
Luncheon Speaker 


CLETE ROBERTS 


tacks 
Also 


keep pad securely positioned. 


@ Special “holdtite” 


make insertion easy. 


@ Precision made. Fast-mov- 
ing, profitable item. 


For FREE sample pair and 


repeat 


~ 


T.V. and Radio Star 


catalog mail this ad. 


STOCKED BY LEADING 


MODERN ORTHOPEDIC APPLIANCE 
584 BROADWAY, NEW YORK 12, N.Y. CA 6-4723 


FINDINGS JOBBERS 


co., INC. 





FOR RESERVATIONS 
ALEXANDRIA HOTEL—210 W. 5th ST. 
LOS ANGELES 13, CALIF.—MAdison 9-2627 
New Home of the West Coast Shoe Travelers Associates 


DAVE KLINESMITH 








his home in Swampscott for 41 years. 

He is survived by two sons, Richard 
F. Ray, of Topsfield, and Walter W. 
Ray, of Lynnfield Center; five grand- 
children, two brothers and three sis- 
ters. 


Edward A. Smith 


BuFFALo, N. Y.—One of Buffalo’s 
best known retail shoe dealers, Edward 
A. Smith, 73, died here recently. He 
had been a shoe merchant here for 55 
years and was widely known in the 
trade. 

Mr. Smith joined his father in the 
August C. Smith & Son Shoe Store at 
420 South Park Avenue in 1902. He is 
survived by his widow and a sister. 


Lloyd J. Hutchinson 


SAGINAW, MicH. — Lloyd Johnson 
Hutchinson, who had been employed at 
the LaPorte Shoe Store in Bay City, 
Mich., for the past two years, and for- 
mer manager of the shoe department 
at Diebel’s in Saginaw, died August 31 
at St. Luke’s Hospital. He was 48. He 
is survived by his widow, Loretta, two 
sons, Jerome and Michael, and a daugh- 
ter, Grace Ann, 


Arthur L. Salomon 


PHOENKX, ARIz,—Arthur L. Salomon, 
73, a former salesman with Curtis- 


Stephens-Embry Company, died Sep- 
tember 1 in his home here. 

Mr. Salomon was associated with the 
sales staff of Curtis-Stephens-Embry 
Company for many years and was a 
charter member of the Boot and Shoe 
Travellers Association. He is survived 
by his widow. 


Trade Literature 


Weinbrenner Catalog Index 
Breaks Shoes Down to Job 


MILWAUKEE — Printed in five colors, 
the 36-page Albert H. Weinbrenner 
Company Catalog introduces ““Wood-N- 
Stream” shoes, Weinbrenner’s newest 
line for outdoor sportsmen and covers 
“Thorogood” shoes and boots for in- 
dustry and farm and the same line 
for boys is included. 

The brochure’s index breaks down 
shoe styles according to specific jobs. 
Index headings include Forestry, Log- 
ging and Lumbering; Mining, Quarry- 
ing and Oil Field Work; Brick and 
Concrete Workers; Farming and Dairy- 
ing and 12 others. 

Stock numbers of shoes are listed in 
regular numerical sequence in a sepa- 
rate column, as well as by categories, 
on the same page. By itself, the index 
page is a helpful cross reference chart. 

All shoes are reproduced in color. 
Materials used, design features and 


other differentiating characteristics, as 
well as sizes and widths available, are 
given. 

Under an illustrated heading “Signal 
for Sales” are grouped selling points 
directly related to the prospective buy- 
er’s particular job. Again, retailers 
have a convenient, quick-to-see listing 
of selling points at their fingertips. 

Reproductions of advertising mats 
for retailer use and code numbers by 
which they may be ordered are car- 


Letters 


[CONTINUED FROM PAGE 64] 


Some of the art work on the folded 
pages, showing the history of a partic- 
ular size range, was especially exciting. 
It would be a good idea to have some 
reproductions made for framing pur- 
poses. I know that a lot of offices would 
find it very useful. 

Congratulations again on the excel- 
lent Anniversary issue job, and also on 
each of the issues which are turned out 
so interesting and provocative. 

I am sure that the issue on the chang- 
ing concept of merchandising is going 
to explode with a real bang in the shoe 
industry. 

A. WEINMAN 
FIVE STAR SHOE COMPANY, INC. 
LONG ISLAND CITY, N. Y. 
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Executives of the St. Louis Shoe Manufacturers Association and members of the 
1958 Shoe Show Committees attended a general membership meeting at which 
W. Ted Shaw, general chairman of the show, outlined preliminary plans made by 
the steering committee. Seated, left to right are W. Ted Shaw, general shoe 
show chairman; Robert G. Stolz, chairman of the board of directors; Roy E. 
Sundling, co-chairman of the entertainment committee. Standing, left to right, 
are A. A. Brand, chairman of the publicity committee; William Kaplan, co-chair- 
man of the show; Lester V. Tober, president of the association; Arthur H. Gale, 
association secretary; and Phil Miller, housing committee. 


St. Louris—Committees for the 1958 
St. Louis Shoe Show have been an- 
nounced by Lester V. Tober, president 
of the St. Louis Shoe Manufacturers 
Association, and W. Ted Shaw, general 
chairman of the April 27-30 event. 

The convention committee, which is 
making the overall plans for the fall 
showing, is headed by W. Ted Shaw, 
Brauer Brothers Shoe Company, as 
general chairman, with William Kap- 
lan, Carmo Shoe Manufacturing Com- 
pany, as his co-chairman. 

Other members are Bert L. Bishop, 
Deevers Shoe Company; C. W. Carson, 
Tweedie Footwear Corporation; J. 
Roger Johansen, Johansen Brothers 
Shoe Company; James S. Legg, Hey- 
days Shoes, Inc.; Ruth Klump, Valley 
Shoe Corporation; Walter Johnson, 
United Men’s division, Brown Shoe 
Company; A. D. Bickel, Accent Shoe 
Company; and John Walsh, Hamilton 
Shoe Company. 

In charge of publicity will be A. A. 
Brand, International Shoe Company, 
chairman and Charles N. Arend, Ju- 
venile Shoe Corporation of America, 
co-chairman. 

Committee members include John 
Lipscomb, Town & Country Shoes, Inc.; 
Charles R. Smock, Peters Shoe Com- 
pany; Roblee McCarthy, Robin Hood 
division, Brown Shoe Company; J, B. 
Ruebel, Trimfoot Company; Joseph A. 
McCaffrey, Vaisey-Bristol Shoe Com- 
pany; I. E. Tober, Tober-Saifer Shoe 
Manufacturing Company; J. G. Sam- 
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uels, Jr., Samuels Shoe Company; Al- 
bert Shank, Wohl Shoe Company; and 
Muriel Braeutigam, Brown Shoe. 

The housing committee is headed by 
Joseph Goldstein, Kalmon Shoe Manu- 
facturing Company, chairman, with 
Robert A. Black, Queen Quality Shoe 
Company, co-chairman. 

Other members are Phil Miller, Town 
& Country Shoes, Inc.; H. W. Mostow, 
L. J. O’Neill Shoe Company; Leo B. 
Hollander, Midwest Footwear, Inc.; 
William Wolff, Wolff Shoe Manufactur- 
ing Company; Jack Kenney, Winthrop 
Shoe Company; H. P. Deevers, Deevers 
Shoe Co.; and David Ward, Trimfoot. 

To see that visitors to the show are 
well entertained during their stay will 
be the job of Raymond Kohn, Wolff 
Shoe Manufacturing Company, as 
chairman of the entertainment commit- 
tee. Roy Sundling, Brauer Brothers 
Shoe Company, is co-chairman, 

Others on the committee are William 
Barber, Air Step division, Brown Shoe 
Company; Morris Kalmon, Kalmon, 
Shoe Manufacturing Company; Bert L. 
Bishop, Deevers Shoe Company; E. J. 
Roessel, Wohl Shoe Company; Beatrice 
Beste, Hamilton Shoe Company; How- 
ard Donahie, Friedman-Shelby Com- 
pany; and Archie Bregman, Risque di- 
vision, Brown Shoe Company. 

Plans for the 1958 show are getting 
under way several months earlier than 
in previous years. It is Mr. Tober’s 
feeling is that additional time will be 
required to lay the groundwork for an 








expanded program for retailers at the 
1958 fall showing. 





Free Bus Service Schedule 
Issued for National Shoe Fair 


CHICAGO — Getting around to the 
various hotels during the National Shoe 
Fair, October 27-31, will be made a 
simple task for visiting shoemen, ac- 
cording to George B. Hess, chairman 
of the National Shoe Fair Committee. 

Free bus passes will be issued at all 
registration desks in the Palmer House, 
Morrison, Conrad Hilton, and Congress 
Hotels. 

The buses will run on Sunday from 
10 A.M. to 6 P.M., Monday and Tues- 
day from 9 A.M. to 6 P.M. and on 
Wednesday from 9 A.M. to 4 P.M. The 
buses will leave every five minutes 
from the Morrison to the Conrad Hil- 
ton, loading on the west side of Clark 
Street; from the Palmer House to the 
Conrad Hilton, loading at the Monroe 
Street entrance of the Palmer House 
and from the Conrad Hilton to Palmer 
House and Morrison, loading at the 8th 
Street entrance of the Conrad Hilton. 


New Export Sales Manager 
Named by Waldes Kohinoor 


LONG ISLAND City, N. Y.—The ap- 
pointment of Frederick Frey as man- 
ager of export sales for the slide fast- 
ener division of Waldes Kohinoor, Inc., 
manufacturer of fastening devices, was 
announced by Harry Waldes, executive 
vice-president. Mr. Frey succeeds Wal- 
ter Bower, who recently resigned. 

Mr. Frey will be responsible for ex- 
port sales of Waldes zippers, snap fast- 
eners, snap tapes, hook-and-eye tapes 
and other closures for apparel and al- 
lied lines. He will make his office at the 
company’s headquarters here. 





Hood and Goodrich Footwear 
Grants 15-Cent Hourly Raise 


WATERTOWN, Mass.—Employes at the 
plant of the Hood Rubber Company and 
the B. F. Goodrich Footwear and Floor- 
ing Company have received a wage in- 
crease of 15 cents an hour. Under the 
terms of an agreement signed Septem- 
ber 6 by the two companies and Rub- 
ber Workers’ Union No. 21914, AF'L- 
CIO, the increase was retroactive to 
July 22. 

Announcement of the agreement was 
made by Raymond H. Blanchard, presi- 
dent of the two companies, which are 
divisions of B. F. Goodrich. 

J. F. Leverone, Director of Employe 
Relations, conducted the negotiations 
for the company, while S. A. Percoco, 
business agent, headed the committee 
for the Rubber Workers’ Union. 

The Watertown plant is a leading 
manufacturer of waterproof, canvas 
and casual footwear; Koroseal, asphalt 
and rubber tile and cove base; and hard 
rubber industrial products as well as 
components for the airplane industry. 

















Japanese Golfers Demand American Shoes 


Foot-Joy Golf Shoes shown displayed in Sogo, newest, largest and most modern 

department store in Tokyo. A special shipment was flown to Japan by Field and 

Flint Company in time for store's recent opening and the entire stock was sold 
out to Japanese golfers. 


New YorK—An experiment in inter- 
national trade has demonstrated to one 
American shoe manufacturer that a 
high-priced product of above-average 
quality can gain wide acceptance abroad 
despite handicaps of tight import re- 
strictions, steep shipping costs and a 
nation’s low purchasing power. The in- 
structive test was made in Japan by 
Field and Flint Company of Brocton, 
Mass., a leading producer of Foot Joy 
golf and street shoes. 

Reportedly in the throes of a golf 
craze comparable to the initial impact 
of baseball 30 years ago, Japan is try- 
ing to solve a difficult economic prob- 
lem while satisfying the Japanese peo- 
ple’s demand for better American golf 
products. This was the situation last 
spring when Field and Flint entered 
the Japanese market on a showcase 
basis. 

The first small shipment of golf shoes 
was flown to Tokyo via Japan Air 
Lines, according to Walter D. Marx, 
vice-president of Amicale Industries, 
Inc., here, American representative of 
the Brockton shoe firm’s Japanese sales 
agency, Sanko Trading Company, Inc., 
Ltd. of Tokyo. The shipment was timed 
to coincide with the opening day of 
Tokyo’s newest, largest and most mod- 
ern department store, Sogo, where a 
special Foot Joy display had been 
planned. 

“The shipping cost of each pair of 
shoes was $12,” according to Mr. Marx. 
“Added to the premium retail price of 
the shoes, the cost to the Japanese con- 
sumer is extremely high by any stand- 
ard. Yet, we have just learned that 
every single pair of Foot Joy shoes has 
been sold, and the demand for more 
shoes gets stronger every day.” 

The basic reason for this unantici- 
pated consumer demand for a high- 
priced, quality American golf shoe lies 
in the paradoxical nature of the Japa- 
nese and the insistence of upper class 
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Japanese society on the best available 
goods. 

According to Mr. Marx, most of the 
regular golfers belong to high-income 
groups — executives, factory owners, 
professional men. The two major rea- 
sons for this condition, he said, are ex- 
pensive golf equipment and the scarcity 
of land for golf courses. This, he 
pointed out, accounts for the great 
hordes of day and night golfers on the 
available links, and the superficial ap- 
pearance of a genuine golf boom in 
Japan. 

A comparison with baseball may take 
on new meaning in October when Japan 
plays host to the Fifth International 
Golf Championship and Canada Cup 
Matches. The tournament, first major 
golfing event ever held in Japan, will 
take place October 24 to 27 at the Kasu- 
migaseki Country Club, near Tokyo. 
Each nation participating, including 
the United States, will send its two 
leading golf pros to compete for the 
team championship of the world. Ob- 
servers predict that the presence of the 
world’s greatest golfers may almost do 
the same for golf in Japan as the visit 
of Babe Ruth and other major league 
stars did for baseball 30 years ago. 

An earlier sign of golf’s increasing 
popularity in Japan was a sidelight of 
Premier Nobusuke Kishi’s state visit to 
Washington last summer. His much 
publicized game with President Eisen- 
hower and the chief executive’s gift to 
the premier of a set of American golf 
clubs was headline news in Japan for 
days afterwards. With his country in 
the midst of a serious economic crisis, 
the premier’s golf clubs were among 
the few luxury items permitted to enter 
Japan. 

Japan’s precarious financial condi- 
tion has reduced the flow of American 
golfing products to a trickle of special 
orders, according to the Japan Trade 
Center here. In an effort to reduce a 


foreign trade deficit of $400 million, 
the Japanese government has taken 
drastic steps to curb the import of un- 
essential goods. Luxury items such as 
American golf shoes are feeling the 
economic squeeze far more than any 
other product, But a Field and Flint 
executive is confident that the Foot-Joy 
name has made a strong impression 
upon Japanese golfers. 


ISM Corporation Distributes 
For General Adhesives Firm 


NASHVILLE—General Adhesives Com- 
pany, division of General Shoe Corpo- 
ration, which has been manufacturing 
and distributing its products to the 
shoe industry in the United States, its 
territories and possessions, Puerto Rico 
and Canada, has just concluded nego- 
tiations by which International Shoe 
Machine Corporation of Cambridge, 
Massachusetts, will become the exclu- 
sive distributor October 1, 1957. 

The announcement was made at 
Nashville by Eugene E. Wager, man- 
ager of General Shoe’s General Supply 
Manufacturing division. 

Mr. Wager said Tom Torio of Torio 
Sales Company, which has been en- 
gaged in distribution of General Ad- 
hesives’ Products, will join the sales 
and technical service force of Interna- 
tional Shoe Machine Corporation and 
will continue to serve all of his present 
accounts except those using pyroxylin 
cements. 

Dominic Toio will continue to repre- 
sent Torio Sales Company and will 
serve those customers using pyroxylin 
cements. 

In explaining the new distribution 
arrangement, Mr. Wager pointed out 
that General Adhesives prices, terms, 
f.o.b. points, volume discounts, and 
other such procedures will continue 
under Internation] Shoe Machine Cor- 
poration. 





John H. Devine, Compo 
Vice-President, Retires 


John H. Devine, a vice-president and 

western regional manager, announced 

his retirement from the staff of Compo 

Shoe Machinery Corporation. He served 

in the St. Louis area for almost 30 years. 

He will continue to serve Compo in an 
advisory capacity. 
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U. S. Rubber Opens New $5-Million Research Center On 99 Acres 


Main research building in U. S. Rubber's new research center in Wayne, N. J., 
where the ideas of scientists today become the company's products of tomorrow 
manufactured in 35 plants throughout the United States. 


WAYNE, N. J. — The United States 
Rubber Company unveiled its new re- 
search center here. Built at a cost of 
more than $5 million, it occupies a 
99-acre tract, is situated on a woody 
hillside about five miles west of Pater- 
son. 

The main research building houses 
48 unit laboratories and special labora- 
tories devoted to analytical, optical, 
textile and photographic work. The en- 
gineering research building has a com- 
pletely equipped maintenance _ shop, 
machine shop, carpenter’s shop, physi- 
cal testing laboratory, mill room for 
rubber and plastics, mechanical engi- 
neering laboratory and a radiation lab- 
oratory equipped with a 2,000,000 volt 
Van de Graaff electron accelerator. 
There is also a chemical engineering 
building with reactors, ranging from 
five to one hundred gallons. 

The fourth building is a greenhouse 
where more than 300 rubber trees are 
being grown experimentally. The com- 





pany is trying to increase the yield of 
natural rubber trees grown on company 
plantations in Malaya and Sumatra. 

A staff of more than 350 scientists 
and technicians is engaged in basic 
research in the fields of new rubber 
plastics, textiles and chemicals, atomic 
energy as it relates to these various 
fields and in the automation of rubber 
product manufacture and new products 
for better living. They mentioned the 
thirty new products that have resulted 
from research, experiment and work 
these past ten years: upholstery for 
home and automobile, apparel, new 
chemicals for pest control, new plastic 
consumer products, new industrial con- 
sumer products . . . to mention but a 
few. 

Part of the work at the research 
center consists of preparing laboratory- 
sized batches of experimental synthetic 
rubber for evaluation. 

H. E. Humphreys Jr., president, said 
the company plans to spend a minimum 





Air circulates freely through this new 
type of Trilok three-dimensional fabric 
developed for use in high altitude suits. 
Fabric, held by Boutwell H. Foster, in- 
ventor, can be used between Inner and 
outer clothing and warm air pumped 
through to maintain body temperature. 
Cool air may be used to keep pilot com- 
fortable in supersonic flight where fric- 
tion of atmosphere causes temperature 
in plane to rise. Light aad airy fabric 
was shown publicly for first time. 


of $120 million on research and develop- 
ment over the next five years. This 
spending is part of a five-year program 
of expanded effort at the research 
center and at the company’s 22 loca- 
tions including plants in the United 
States, Canada and plantations in the 
Far East. 

“One objective of the research,” said 
Mr. Humphreys, “is to bridge the gap 
between rubber and metals. We are 


working on a whole new list of rubber 
types and a whole new list of plastics, 
as well as blends of the two. These will 
provide a range of hardness, toughness 
and stretchiness all the way from rub- 
ber to metals.” 








Strutwear Hose Develops 
Three New Deeptone Shades 


MINNEAPOLIS—Three rich new deep- 
tone iridescent stockings for at-once de- 
livery have been announced by Strut- 
wear, Inc., according to K. B. Law- 
rence, sales manager. 

“Twinkle Taupe,’ a _ rich taupe 
brown, has been dyed especially to co- 
ordinate with coffee browns, and other 
medium-to-dark brown, as well as pine 
green and forest green. “Twinkle 
Brown” a dulcet medium brown, will 
blend with all of the autumn browns, 
including clay and cocoa tones. “Twin- 
kle Smoke” subtle hazy medium-dark 
shade, is a taupe for wear with gray, 
taupe and black. 

Mr. Lawrence also announced the 
introduction of a hand-painted panty, 
featuring a design by Ellen Troy. It 
is expected to be a popular holiday gift 
item. 
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Endicott-Johnson Pensions 
Grow to Almost $38 Million 


ENpicotTT, N. Y. — Endicott-Johnson 
Corporation is now paying pensions to 
2,327 retired employes and about 11,600 
employes are listed in the pension files. 
The company’s pension plan includes 
every regular employe whose con- 
tinuous employment started before age 
50 and who has completed five or more 
full years of service and reached 30 
years of age. Normal retirement age 
is 65 years. 

During the 10 years the pension 
system has been in operation, the com- 
pany has contributed almost $38 mil- 
lion and employes $6,442,140 through 
payroll deductions. 

Many pension checks go to retirees 
now living in Florida, California and 
Arizona. A number of pensioners of 
foreign birth have returned to their 
native countries to live. 








California Cobblers Appoint 
New Sales Representative 


Los ANGELES—Walter Braun, presi- 
dent of Cobblers, Inc., has announced 
the appointment of Richard Burlin- 
game as sales representative for Indi- 
ana, Ohio, Western Pennsylvania and 
West Virginia. 

Mr. Burlingame has been associated 
with Cobblers for the past year. Dur- 
ing that time, he has worked out of the 
Los Angeles office, assisting Ray des 
Roches in servicing the West Coast. 
Prior to this, he was with Joyce, Inc., 
for eight years at both their Colum- 
bus and Pasadena locations. 

Following his promotion to the east- 
ern territory, he plans to relocate his 
headquarters in Columbus, Ohio. In his 
new capacity, Mr. Burlingame suc- 
ceeds R. B. Hintermeister whose future 
plans have not yet been announced. 


















ATLANTA—While few industries are 
more typically American than the shoe 
industry, it is not “bashful” about copy- 
ing usable ideas. 

This sentiment was expressed by 
Frank Fleming, president of the Valen- 
tine Shoe Company, in an address to 
employes at the big Rich Brothers shore 
here. 

Personnel had been undergoing indoc- 
trination, review and up-dating on all 
phases of the shoe industry. 

Said Mr. Fleming, “Last year we 
produced 580 million pairs of shoes and 
employed more than a quarter of a mil- 
lion Americans in producing this pair- 
age. 

“We used materials from all over the 
U. S. A. I never cease to enjoy walking 
through our plants and seeing products 
and by-products that go into the mak- 
ing of a single pair of shoes. Cotton 
from the South, leather from the West, 
lumber from the North... 

“Our average American woman owns 
four-and-a-half pairs of shoes; our 
average man, nearly 2 pairs. The big 
job we are always confronted with is 
in getting them to own more pairs of 
shoes. Eventually, American ingenuity 
will help us do this and mainly by pro- 
ducing types of shoes to be worn ex- 
clusively for specific occasions and by 
selling this idea to the public. 

“As you take a look about, you will 
find we are quite versatile and not at 





American Shoe Industry Not ‘Bashful’ About Using Ideas 





FRANK FLEMING 


all bashful about copying ideas and de- 
veloping them to our own requirements. 

“From Spain, we get the espadrille; 
from Italy, present-day styling and 
workmanship; from France, finesse; 
from India and the Orient, the thong 
and the turned-up Turkish toe; from 
Britain, the idea of the walking shoe, 
the oxford; from Austria and Switzer- 
land, the ski boot.” 





Gutmann Tannery Program 


CHICAGO — More than $200,000 has 
been spent by Gutmann and Company 
in the first phase of a plant improve- 











ment program, according to D. N. Gut- 
mann, president of the leather tanning 
firm. The company processes leather 
for many products and, in addition, 
also supplies tanned cowhide to the 
shoe industry. 





No Agreement Yet, Leather 
Workers Extend Contract 


Boston — Representatives of Local 
21, International Leather Workers 
Union, AFL-CIO, agreed to extend the 
current contract with the Massachu- 
setts Leather Manufacturers Associa- 
tion until midnight September 11 after 
negotiations failed to bring agreement 
on a new contract. 

Union members in a mass meeting 
rejected a management offer of a five 
cents hourly wage increase and three 
cents per hour contribution to a pen- 
sion plan, both effective on September 
1, 1958, in addition to additional fringe 
benefits. Previously they voted to 
authorize the negotiating committee to 
call a strike when and if it saw fit. 

Close to 3,500 leather workers em- 
ployed in 70 tanneries located in the 
Peabody, Salem, Danvers and Woburn 
area are affected. The present contract 
expired September 1. The manufac- 
turers association represents 35 tan- 
neries but its contract terms generally 
set the pattern for the entire area. 
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Royal Metal Manufacturing Company 
Dept. 23-K, 175 N. Michigan Ave., Chicago |, Ill. 
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Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. | 
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prices. Littleway stitched | 
Men's: Black or Smoke 
Sizes 6-12, $4.00 
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British Classics, inc. 


146 DUANE ST., NEW YORK 13, N. Y. 











Underwear Firm Planning 
To Sell Through Shoe Stores 


NEw YorK—The Union Underwear 
Company, big operator of cotton goods 
among which are Fruit of the Loom 
athletic shirts, briefs, shorts, and T 
shirts, is pressing a new merchandising 
scheme which envisions the use of shoe 
stores on a national scale. 

At present the company sells nation- 





This stand is virtually a complete under- 
wear department with reserve stock at 
its base. Underwear is fair-traded. The 
rack, 32 square inches on the bottom 
and five feet high, costs the dealer $40 
and can hold goods worth about $200. 


ally through such chains as Wool- 
worth’s, Nizer Brothers, and such large 
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department stores as Macy’s, the Hess 
Store, Allentown, Pa., and Goldblatt’s 
in Chicago. 

About eight months ago the company 
installed self-service stands in the Bar- 
low Shoe Company, Cincinnati; Jack’s 
Shoe Chain, Salina, O., and the Cross 
County Shoe Company in Westchester, 
N. Y., with stores in New Rochelle, 
Yonkers and on the Boston Post Road. 

These operations, the company says, 
have proved so successful, that it will 
try to sell the idea nationwide. 

Union Underwear will be an exhibi- 
tor at the Popular Price Shoe Show 
of America, November 30-December 4. 

J. A. Goldfarb is president of the 
firm; T. Lazar, vice-president, and 
Lester Schwartz, advertising and sales 
promotion manager. 





Minor Ad Manager Resigns 


BaTaviA, N. Y. — Charles B. Taft, 
advertising manager of P. W. Minor 
& Son, Inc., manufacturer of Treades- 
asy Shoes for women, was reported to 
have resigned by Henry H. Minor, 
president. 

John T. Minor, vice-president, has 
assumed Mr. Taft’s duties. 

Mr. Taft, a native of Boston, was 
originally employed by Mr. Minor’s 
father, the late Henry H. Minor, Sr., as 
a sales representative for the New Eng- 
land states. He resides at 7 Farewell 
Drive, Batavia. 





Reliatex, Miami, Appointed 
Goodyear Foam Distributor 


AKRON — Appointment of Reliatex, 
Inc., Miami, Fla., as distributor of 
Goodyear Tire & Rubber Company 
foam products, it was announced. 

Headquarters for the firm, according 
to J. B. Emack, Jr., field sales manager 
for the Foam Products Division, are at 
634 SW 8th St., with branch offices in 
Jacksonville. 

Edward Miller, vice-president, and 
Irving Schwartz, sales manager, head 
the distributor organization with Jay 
Handlan, Goodyear Miami field repre- 
sentative, acting as coordinator. 





Trimfit’s Ad Campaign Starts 


New York —Trimfit Socks has 
launched a national advertising pro- 
gram for fall. The first full page, full 
color ad breaks in Seventeen, October 
issue. Copy stresses softness of Orlon 
socks, with four styles shown. Other 
ads are running in Parents’, Good 
Housekeeping, and American Girl. 

A complete program of local adver- 
tising and point of purchase aids and 
displays has been created for retailers 
to tie-in with. 

More than 17,000 buyers have re- 
ceived a special direct mailing giving 
them advance notice of Trimfit’s ex- 
panded advertising plans. 
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BRANDED 


EXTRA LONG WEAR 
WITH COMFORT TO SPARE 


Write to: Cedar-Crest Shoe Company, Dept. 100! 
A division of General Shoe Corporation 


Nashville, Tennessee 
Compo Appoints District 
Manager in Harrisburg, Pa. 


WALTHAM, Mass.—Compo Shoe Ma- 
chinery Corporation here, has appointed 
Bernard M. Selby district manager of 
its Harrisburg office, according to an 
announcement by John F. Smith, presi- 
dent of the firm. 


BERNARD M. SELBY 


Mr. Selby joined Compo in 1945 as a 
sales service representative in the 
Pensylvania and Maryland areas, and 
in 1956 was appointed assistant district 
manager, in charge of adhesives for the 
Harrisburg office. 

Prior to his association with Compo, 
Mr. Selby was active in the industry 
for many years, having been employed 
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by shoe factories in Hagerstown, Md., 
Hanover and Littlestown, Pa., in vari- 
ous capacities. 

He is a member of the Central Penn- 
sylvania Shoe and Leather Association 
and the Pennsylvania Superintendents 
and Foremen’s Association. 


Steskel Lanier Kia. Succeeds 
J. J. Connor Firm 


New YorK—With the retirement, 
following a long illness, of its founder, 
the J. J. Connor Leather Company 
ended its 40-year existence as of Sep- 
tember Ist. Shortly after his discharge 
from World War I military service, 
Jim Connor became a leather salesman 
in the New York City territory and 
soon set up his own business in the 
Swamp, handling the patent leather 
produced by Seton Leather Company, 
in Newark, N. J., and kid linings 
tanned by L. H. Hamel Leather Com- 
pany. 

Associated with Mr. Connor for 37 
years, Henry L. Steskel has been ap- 
pointed by Seton and Hamel to continue 
representation of the two respective 
tannery lines and he has formed the 
Steskel Leather Company, which oc- 
cupies the same offices as the preceding 
sales agency at 100 Gold Street. 


Bates Shoe Company Names 
Moran Distribution Director 


WessTeR, Mass. — Robert J. Moran 
has been named director of distribution 
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for the Bates Shoe Company, here. He 
resigned as assistant merchandise man- 
ager for American Optical Company to 
take the position with Bates, where he 
will supervise all distribution activities. 

F. E, Ryan, vice-president in charge 
of sales, said Mr. Moran’s appointment 
to the newly-created post will make it 
possible for the company to put more 


ROBERT J. MORAN 


emphasis on sales programs, and on 
marketing services for both salesmen 
and customers. 

Mr. Moran has been in sales for most 
of his career. He was sales engineer 
for an air conditioning firm. He has 
been in the television field, as a direct 
salesman, and was the new business 
manager for American Investment 
Company of Illinois, 
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Boston — United Shoe Machinery 
Corporation has changed the name of 
its eyelet manufacturing division from 
the S. O. & C. Company to the Shelton 
Eyelet Division and has moved all op- 
erations from Ansonia, Conn., to a new 
and modern plant at Shelton, Conn. 
There, in the heart of the country’s 
brass working region, are being pro- 
duced not only United’s standardized 
eyelets but also special eyelets and 
other deep-draw metal products widely 
used in such industries as electrical and 
electronics, metal and plastics fabrica- 
tion, instrumentation and automation, 
graphic arts and paper products, toys, 
crafts, hobbies, novelties, apparel and 
many other fields. 
Henry Tolman, II, plant manager, 









New United Shoe Machinery Eyelet Unit in Connecticut 


said that users of United eyelets are 
expected to benefit materially from the 
new plant which has a straight line 
production layout and is equipped to 
make same day shipment on orders 
for stock “items. 

Allen L. Snyder, Jr., sales manager, 
pointed out that the capacity of the 
new plant is measured in billions of 
eyelets per year ranging in size from 
the sub-miniature eyelets used in 
printed wiring boards for electronics 
to the large size grommets for hole re- 
inforcement in canvas. 

While the majority of these eyelets 
are made from brass, United also uses 
a large number of other metals includ- 
ing aluminum, zinc, steel, stainless 
steels, copper, bronze, and fine silver. 





Bergren Company Chicago 
Distributor for Hussco Shoe 


New York—Appointment of the A. 
J. Bergren Company as the Chicago 
distributor of its Huskies and Huskie 
Pup brands was announced by Wil- 
liam Manowitz, president of the 
Hussco Shoe Company. In accordance 
with Hussco policy, Bergren will have 
exclusive sales rights to the territory. 





ED KAPLAN 





Bergren president Ed Kaplan re- 
ported his organization already is ser- 
vicing retailers in the Chicago area. 

The new Bergren headquarters, which 
will combine a showroom and in-stock 
warehouse are at 945 West Washington 
Boulevard. Sales representatives for 
Bergren include sales manager Ralph 
Conners, and Bert Josefson. 









Low Water Supply Hurts 
Tannery in New Hampshire 


Concorp, N. H. — Low water has 
been interfering with the operations of 
two New Hampshire manufacturing 
firms well known in the shoe industry. 

Concord’s city manager, Woodbury 
Brackett, reported that the Brezner 
Tanning Corporation plant in the Pena- 
cook section of Concord, one of the big- 
gest water users at Penacook Lake, the 
municipal water supply, had started to 
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make provisions to obtain part of its 
supply from the Contoocook River be- 
cause the lake is at its lowest level 
since 1950. 

In Berlin, the Brown Company, which 
manufactures shoe innersoles and other 
products, closed four of its 13 woods 
camps in the Parmachenee and Lincoln 
Pond areas of northwestern Maine and 
temporarily curtailed its purchases of 
wood from farmers and private wood- 
lot owners in New Hampshire, Maine 
and Vermont, it was announced by A 
E. H. Fair, president. 

He said the curtailment was “due 
partly to business conditions, but prin- 
cipally to low water in the Androscog- 
gin River, which necessitates curtail- 
ment of production in order to comply 
with pollution control requirements.” 


Laird H. Simons, Jr. Named 
To Post in United Fund Drive 


PHILADELPHIA—Laird H. Simons, Jr., 
president of the William Amer Com- 
pany, leather manufacturers, has been 
named to a top post in the Industry, 
Finance and Commerce Department of 
the United Fund for its drive. 

His appointment was announced by 
Francis R. Strawbridge, Jr., vice-presi- 
dent of Strawbridge & Clothier and 
chairman of the department. 

Mr. Simons will head a section em- 
bracing 425 firms engaged in the man- 
ufacture and sale of cottons and syn- 
thetics, wool fibres and leather, to- 
gether with cleaning and laundry firms. 
Mr. Simons, a graduate of Haverford 
College, headed the same section last 
year when it raised more than $200,000 
for the campaign. 





Tannery Chief Appointed 


MILWAUKEE — Fred L, Grombacher 
has been appointed superintendent of 
operations of the Blackhawk Tanning 
Company, 1000 Bruce Street, according 
to an announcement by Wilson D. 
Scott, vice-president of the firm. Mr. 
Grombacher, a veteran of the leather 
tanning industry, formerly held a key 
supervisory position with the old 
Greenebaum Tanning Company. 
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0. 23 in stock. Lined, $.75 pr. 

All leathers, fabries, and colors. 
RHINESTONE CREATIONS, INC. 
2830 W. Dauphin St., Phila., Pa. 
Samples gladly submitted. Sales Agents wanted 
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BOXES LONG ARM* 
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on high shelves are easily 
handled with Long Arms. 
No climbing. No falls. 
Long arms with handles 
24”, 36”, 48” and 60”, 
$3.50. With 72” han- | ! 
dies, $4.50. Postpaid in enained 
USA. To save salesmen’s 

time order one for every 12 feet of shelving. Satis- 
faction guaranteed. Specify handle length and if 
for men's or women’s boxes. Your jobber or 
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New YorK—With the recent appoint- 
ment of the Rockmore Company as its 
advertising agency, Johnston & Murphy, 
long a leader in men’s quality shoes 
and a pioneer in styling, is_ going all 
out to sell Style. 

Using an expanded advertising bud- 
get, this shoe manufacturer is launch- 
ing a nationwide promotion, beginning 
September 28 in the New Yorker with 
full-color bleed pages. 

The advertisements are notable in 
introducing a new style of graphic art 
which breaks away from the rigid, tra- 
ditional, show-every-stitch illustrative 
practice common to men’s shoe adver- 
tising. 

Each advertisement is confined to 
showing a single, new Johnston & 
Murphy shoe style, against a distin- 
quished background, the innovation 
being the use of a soft-focus impres- 
sionistic technique of photography, In 
each case the illustration occupies 90 


Johnston & Murphy Swells Ad Budget to Sell ‘Style’ 


per cent of the space, the copy being 
confined to a single headline. In the 
first of the series, this reads, “When I 
wear the best, I feel I am the best.” 

Officials of Johnston & Murphy de- 
clare that never in more than a century 
of shoemaking, have so many men been 
interested in new creative ideas in foot- 
wear. The aim of the advertising is to 
dramatize the fact that the power of 
design has moved into the men’s shoe 
field, and to project the company’s 
product-creativeness into greater con- 
sumer impact. 

Supporting the national advertising 
is an extensive series of weekly mail- 
ings to top retailers focused on “The 
Golden Spur To Profits,” a four point 
program of 1) New styling from Amer- 
ican and Continental sources; 2) A 
Broader Price Range; 3) Increased Pro- 
motion, and 4) Expanded In-Stock Ser- 
vice. New point of sale material and 
other aids round out the program. 





Nashua Appoints Levine 
Representative in Virginias 


A. Sidney Levine, of Greensboro, 
N. C., has been appointed sales repre- 
sentative in Virginia and West Virginia 
by Nashua Footwear Corporation of 








A. SIDNEY LEVINE 


Lawrence, Mass. Mr. Levine also rep- 
resents L. E, Beaudin Shoe Company 
of Hanover, Pa., and has had previous 
associations with wholesalers in the 
Baltimore area. 


C. S. Pierce Will Handle 
Sale of Christensen Products 


Brockton, Mass.—The C. S. Pierce 
Company announced the purchase of the 
H. M. Christensen Company, Brockton, 
Mass., manufacturer of shoemaker 
tools, The Christensen Company, estab- 
lished in 1892, is well known in the 
shoe manufacturing industry for spe- 
cialty shoe tools, such as tack cutters, 
lasting pincers, shank lasters, shoe 
knives and tack pullers, and the like. 

Christensen products will be sold by 
the C. S. Pierce Company sales de- 
partment. 





Slay Now Selling Risque Line 
Of Brown Shoe Company 


St. Louis—Sid Slay has been ap- 
pointed sales representative for Risque 
division of Brown Shoe Company, ef- 
fective August 1. Announcement was 
made by Archie Bregman, sales man- 


SID SLAY 
ager for Brown’s Risque division. 
Mr. Slay’s territory will include 


Louisiana, New Mexico, Oklahoma, and 
Texas except for Texarkana. Widely 
known in the shoe industry, Mr. Slay 
has a background of 15 years’ experi- 
ence, including eight years as sales 
manager of the Omega Shoe Corpora- 
tion and two years as sales manager of 
the Degas Shoe Company. 





Hampton Moves Fair Display 


MILWAUKEE — Hampton Shoe Com- 
pany, manufacturers of Kickerinos, 
ladies’ casual shoe line, is moving its 
display rooms from the Conrad Hilton 
to the Palmer House for the forthcom- 
ing Shoe Fair in Chicago, according to 
an announcement by Irving Gerber, 
who said the move was dictated by the 
need for additional space. 
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OPPORTUNITY 
JUVENILE. LINE 


For right salesman with our Line of 
In-Stock Juvenile Shoes under name of 
OLD PALS and LUCKY STAR, in the 
following States: Washington, Idaho, 
Montana, Wyoming, Western Pennsyl- 
vania, West Virginia, Virginia, Georgia 
and Kentucky. Must live in territory 
and have following. Non-competitive 
Line not objectionable, and, in fact, 
desirable. Write giving all details in 
first letter to: 


FIVE STAR FOOTWEAR COMPANY 
43-01 22nd Street, Long Island City, H.Y. 



















SEE US IN CHICAGO FOR BIG SELLING 


OPPORTUNITY IN 


Ever-growing consumer demand for nationally-advertised $4.99-$5.99 Blue 
Bonnet children's shoes has exceeded expectations . . . 
growth and the development of excellent territories where top, experienced 
salesmen can expect a real future. This is probably America's fastest-growing 
in-stock children's shoe line delivering outstanding value and exceptional fit. 
Men who live in and are presently travelling the following territories will be 


considered: 


Openings available now in: 


e WISCONSIN ¢ MINNESOTA e 


Plan to see us at the National Shoe Fair, Rooms 739A-740A, Conrad Hilton 
Hotel, Chicago, or write stating job qualifications and past job history to 


Sales Manager, BLUE BONNET SHOES, 


JUVENILE SHOES 


making possible new 


IOWA -¢ TEXAS ¢ NEBRASKA 


5 Franklin St., Lawrence, Mass. 

















OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low priced Juvenile Footwear. 
All open territories are well established. 
6% commission, plus bonus. Write: 
NEIL CARLSON, SALESMANAGER 

SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 





























SIDELINE SALESMAN WTD. 




















SIDELINE SALESMAN WTD. | 








To carry Miller Shoe Trees, Cordo-Hyde Laces 
and Polis’ 
England, Upper New York State, 
vania, 
all South Eastern States. 





SIDELINE SALESMEN WANTED 


h in the following States: New 
Pennsyl- 
Maryland, Washington, D. C., and 


Write: 
O. A. MILLER COMPANY 


Plymouth, New Hampshire 














IMPORTED MEN'S SHOE 


$7.99 and 





sideline, excellent opportunity. 
$9.99 retail, leather lined, good models 
American lasts, full range sizes, widths. Good 
producers wanted with following in Dept. 
Stores, Chains, Large Retailers. 


Reply to Box 70, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa 






















RE YOU THE MAN? Top Grade Children’s 


Side Line Salesman, Staples and Styles stocked 
in widths. Quality Line has excellent consumer 
acceptance. 
today, including exact territory covered. Reply 
Bex 58, Boot and Shoe Recorder, Chestnut 
& 56th Streets, Philadelphia 39, Penna, 


Shoe Manufacturer looking for Aggressive 


Commission 7%. Write details 








OPULAR PRICED MEN’S SCUFF SLIP- 

PERS AND TRAVEL SLIPPERS. Very 
shert Line. Terrific outstanding values, Good 
territories open. Write: KENNEDY GLOVE 
CO., Gloversville, New York. 


FOR SALE 











$362 
Per Dozen 
SEAMLESS MICROFILM AND PLAIN 


KNIT HOSIERY. 
CLEAN LEG BOTTOM MENDERS. 
WEEKLY ACCUMULATIONS. 


REGULAR AND HARLEM SHADES. 
Reply to Box 69, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











SHOE STORE, BUSY CORNER, HEIGHTS 
AREA; Nationally advertised brands; Men’s, 
Women’s, Children’s attractive store, Good op- 
portunity. Write: MAMET’S SHOES, 16617 
Kinsman Road, Cleveland 20, Ohio. 
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CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 

$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 

Classified Advertising 

















is payable in advance 








ORDER 


BOOT AND SHOE RECORDER 


Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


BLANK 








Ceoeeeeereer eee eee eeeeeeeere 


Please check if box No. is Wanted [J 


Enclosed is Check 0 
Money Order (1 
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FOR SALE 





ESTABLISHED SHOE STORE, 10 miles 
from Philadelphia in South Jersey’s best 
location. Leading brands. Will prove good vol- 
ume. Reply to Box 71, Boot and Shoe Recorder, 
eg & 56th Streets, Philadelphia 39, 
enna. 


NATIONALLY 
Building (35,- 


AMILY SHOE STORE, 

ADVERTISED BRANDS 
000), good location. Inventory approximately 
15,000. Real opportunity. Owner retiring Feb- 
ruary, 1958. SIMON’S TRIANGLE SHOE 
STORE, Geneva, New York. 


OR SALE: CHILDREN’S SHOE STORE, 

Queens Blvd., Long Island, Lease, Family 
Shoes. Business in New York requires sole 
attention. Reply to Box 72, Boct and Shoe Re- 
corder, Chestnut & 56th Streets, Philadelphia 
39, Pen na 





SIDELINE SALESMAN WTD. 





SMART LEATHER - BOWS, ‘SHOE ORNA 
MENTS and FOOT SOX. Pocket size sam- 
ples. Manufacturer offers highest commission. 
Reply to Box 556, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 





FRANCHISES 








FRANCHISES AVAILABLE 


IMPRINTS® 


One of America’s Finest Moulded Shoes 
GOOD PROFITS PROTECTED TERRITORY 
NO STOCK INVESTMENT 
STATE QUALIFICATIONS 


Call or write for further details 


Rich Therapedic Shoe Laboratories, Inc. 
155 East 34th Street, N. Y. C. 16 














FOR RENT 





DEAL 100% CORNER LOCATION for 
Shoe Store; Great Opportunity for Merchan- 
diser. On ain Street, Northeast a 
County Seat town. Building 25 x 60 for 
$90.00 per month. Write: DON HOUTZ, Box 
B, Wray, Colorado. 





BUSINESS BUILDERS 





10¢ COMIC BOOKS—1%¢ EACH! Assorted 
Approv os. 500-$9.50; 1000. $17.50; Remit- 
tance wit order. Satisfaction guaranteed. 
ELLIS SPEC IALTIES, 800 Brighton, Phila- 
delphia 11, Pa. 





Colonial Presents ‘Domino’ 


Boston — “Domino,” a sueded pat- 
terned drum dyed side leather is being 
promoted by Colonial Tanning Com- 
pany in a group of spring colors, as 
well as in black. This new leather is 
being featured for a new type of semi- 
dressy casual, and for teenage sports 
shoe. 


90 


Malis Joins Dunham Sales 


BRATTLEBORO, VT.—Peter C. Malis 
has joined the sales staff of Dunham 
Brothers Company, here, according to 


PETER C. MALIS 


A. T. Boman, manager of sales. He will 
cover western Rhode Island and south- 
eastern Connecticut, the territory for- 
merly covered by Anthony B. Miniuks. 
Mr. Malis has had several years of 
experience both in the retail field and 
on the road as a salesman. 


Given Factory Executive Post 
By International Shoe Co. 


St. Louris—Eskel V. Jones has been 
appointed assistant superintendent of 
International Shoe Company’s Flora, 
Ill., plant. Announcement was made by 
Logan H. Kelley, general superinten- 
dent of the men’s manufacturing divi- 
sion. 

Mr. Jones replaces the late George 
Kaiser, who died this summer shortly 
after being transferred from Interna- 
tional’s Cape Girardeau, Mo., plant 
No. 2. Starting his career as an insole 
tacker in the lasting department of the 
firm’s Washington, Mo., men’s shoe 
plant in 1927, Mr. Jones served as as- 
sistant superintendent at the West 
Plains, Mo., plant. 

The Flora, Ill., plant is currently em- 
ploying about 400 workers making 4,- 
000 pairs of men’s and boys’ shoes daily. 


All Brockton Union Officers 
Win Re-election 


BROCKTON, MAss—aAl] officers of the 
Brotherhood of Shoe and Allied Crafts- 
men, Brockton area shoe union, have 
been re-elected for the coming year. 

John F. Jankowski was named to an- 
other term as president after polling a 
total of 1667 votes at the union’s an- 
nual elections recently. He was op- 
posed by J. Paul Murphy who received 
a total of 1335 votes. 

Other officers re-elected for 1957- 
1958 were: Raymond J. Lynch, general 
secretary-treasurer; and W. Vincent 
Lynch, vice-president and organizer. 

The union represents 3,500 shoe 
workers in some 385 factories located 
on the South Shore of Massachusetts. 





WANTED TO PURCHASE 





TOPPS PAYS THE TOPS 


We retail our shoes and can pay top 
dollar for men’s, women’s and chil- 
dren’s shoes. Complete shoe stores con- 
sidered. 


TOPPS SHOE STORE 


4112 = nee AVE. 
UNION CITY, N. UNion 3-6413 








M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 














_ MERCHANTS’ NEEDS 


Mats 00 Ydeas 


FOR YOUR 
NEWSPAPER, ADVERTISING 


— if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 


e 
2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


« 
VINCENT EDWARDS & CO. 


World’s largest advertising 
service organization 
342 Madison Ave. 
New York City 

















Friedman Shelby Cutouts 
Promote TV Terry Series 


St. Loutis—The Friedman Shelby di- 
vision of International Shoe Company 
is using a special give-away promotion 


tied-in with its sponsorship of the 
Terry And The Pirates TV series in 
some 40 markets around the country. 

The cutouts feature Terry, Hot Shot 
Charlie, Dragon Lady, Burma, Chop- 
stick Joe and a sponsor identification 
Red Goose completely decked out in his 
flying cap and scarf. 

The program series is timed to co- 
incide with the back-to-school buying 
period as well as the Thanksgiving and 
bad-weather buying trends. 
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WANTED TO PURCHASE 


WANTED TO PURCHASE 





WANTED TO PURCHASE 











Come over quick! 
My slow moving 
stock is 
making 
ME 
CALL “UNCLE” 
LOUIS 


for the answer—phone or write 


LOUIS CAMITTA & SON 
91 READE ST., NEW YORK, WN. Y. 





a SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women’s and children’s shoes. 


‘Tine TSectmeas FOR OVER 41 YEARS 











MOSINGER -COHN 
1235 Washingtor St Louis 3, Mo 


formerly with .. CAMITTA & SONS 





We 


a 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 


Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. + New York 7,N.Y. ° Tel: WOrth 2-5180 


BARIS 


THE NATION'S FINEST 
CANCELLATION SHOES 





\ !’MM/!M’{M|«‘lea BARIS BUYS for CASH MMMMMMll2® 


Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action write, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-8762 
Quality Shoes Since ’32 
“While in Town See Weil” 








VMMMMedl 





WE PAY MORE | ee WE ARE RETAILERS 


WE BUY MEN'S, WOMEN’S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 




















WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS 

aes LEASES ASSUMED a 

collect YOUR NAME PROTECTED § 


Ben LaMonica 
Ralph Vogel 


B. & R. SHOE CORP. 


74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 


MORRIS BAYROFF 
formerly with M & R Shoe Co. 
1S NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 


for 

e closeouts 

e surplus 

¢ discontinued 
lines 

¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


ine. © BE 3-7290 
146 DUANE ST., N. ¥.C. 

















Telephone WOrth 2-2515 Leases Assumed 








MY HOBBY 
Buying, Selling Shoes for 37 Years 
CASH TOP PRICES 
For Discontinued Stocks 
HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 


TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 


ALWAYS RELIABLE 


132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 














ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 
122 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 
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The Label with 
a Pedigree 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


trade mark 


BARRETT & COMPANY, INC. 
NEWARK, NEW JERSEY 





SiR RS Se aa 
EVERY PAIR WITH HAND SEWN VAMPS 
EVERY PAIR WITH NEOLITE SOLES 


STATION WAGON 


NORTHEAST SHOE COMPANY, Inc. 
Pittsfield, Maine 





What’s New 





Chippewa Introduces Its 
New ‘Lace-to-Toe’ Boot 


CHIPPEWA FALLS, Wis. — A new 
lineman’s boot, just introduced by the 
Chippewa Shoe Company, features 
“lace-to-toe” design for its superior 
comfort and protection. 


This new Chippewa lineman's boot fea- 
tures an extra leather lift in the heel to 
prevent climbing irons from slipping. 


The full lacing to the toe is designed 
to give the same foot and ankle protec- 
tion and comfort as in hockey, football 
and basketball shoes where it has long 
been regarded as essential. It is partic- 
ularly important, it is said, for the 
positive support it gives the ball of the 
foot, a critical fatigue area. 

The boot has an extra leather lift in 
the heel to prevent climbing irons from 
slipping. 

Other features include a leather lined 
vamp, 17-gauge heavy duty steel shank, 
specially-selected heavy weight insole, 
leather pole guard over instep, clear 
shank Oak leather midsole, reinforced 
backstay with pull strap and leather 
top facing. Stud hooks are steel and 
the boot comes with sturdy rawhide 
laces. 


Jantzen, Inc., and Glove Firm 
Collaborate on New Casuals 


Ripon, Wis.—Jantzen, Inc., of Port- 
land, Ore., and the Frank Russell 
Glove Company, a wholly owned sub- 
sidiary of the Ripon (Wis.) Knitting 
Works have collaborated in the de- 
velopment of a new line of rubber 
soled casual shoes for men, women and 
children. Announcement of the joint 
effort was made today simultaneously 
by officials of the two companies. 

The new line of leisure footwear will 
consist primarily of fabric uppers with 
rubber soles in styles developed jointly 
by the design departments of both con- 
cerns. The line will carry the Jantzen 
label and will be handled by Ripon 
Knitting Works salesmen. The shoes 


have been styled to coordinate with the 
most popular leisure-wear fabrics and 
will be available this year for 1958 
spring and summer markets. 


Co-eds Convert ‘Sneaker’ 
Into Popular Campus Fashion 


NEw YorkK—The familiar white can- 
vas tennis shoe which has become many 
co-eds’ favorite for walking to and 
from class will be even more popular 
on campus this fall and winter. 

And it will be considerably more 
comfortable, too. A new fleece-lined 
version—undistinguishable on the out- 
side from its classic counterpart, but 
more snug and cozy on the inside—has 
been introduced by B. F. Goodrich and 
Hood Rubber Company. 

The new shoe, called “Cozy Co-ed,” 
was developed as a result of an alert 
B. F. Goodrich shoe salesman’s ob- 
servation that co-eds were wearing ten- 
nis shoes on the campus through all 
sorts of weather, including cold, and 
snow. 

A specially developed fleecy lining of 
Estron pile similar to the linings in 
stadium boots has been incorporated in 
these new tennis shoes to protect 
against cold, and to afford a new ex- 
perience in warmth and comfort. 


Fleece-lined tennis shoes being intro- 
duced by B. F. Goodrich and Hood Rub- 
ber. Furry Estron pile, similar to sta- 
dium boot linings, has been incorporated 
in these new shoes, called Cozy Co-eds. 
From the outside, they look the same as 
the classic white canvas shoes. 


“Cozy Co-eds” come in campus-pre- 
ferred white, and in the co-ed approved 
tennis shoe style. They are designed 
to help lessen foot strain and increase 
comfort, by means of a rigid wedge of 
non-resilient rubber, according to the 
company. 

Like regular tennis shoes, they have 
a crepe design rubber sole for sure 
footing—and for speed in getting to 
class. They are washable with brush, 
soap and warm water. 
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48-hour delivery! 


123 different styles for the entire family 


Only HUSKIES guarantee your order in your store 2 days after 
you place it. Because only HUSKIES are warehoused locally in 
19 major cities. Use your nearby HUSKIES distributor as your 
stockroom. Call or write for your nearest distributor’s phone 


4yckios: 


47 W. 34 St., New York 1,N.Y —— OX 5-3375 


number today. 


The NAME brand of 
popular-priced sports, 
flats, loafers, mocs, 
and children’s shoes. 











@ Fast INSTOCK service 
on sizes 1-7, A, B, C, 
D & E widths 

@ Genuine GOODYEAR 
WELT construction— 
to retail $5.95-$6.95, 
most styles 

@ All shoes manufac- 
tured in our own 
modern plant 


WRITE FOR 
FREE CATALOG 


THE WILLIAM BROOKS SHOE CO. 


NELSONVILLE, OHIO 
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TESTING 


~w)\ -- \ 


Check these advantages: 


DEPENDABILITY 
United’s methods of quality control mean greater confi- 
dence in sole attaching through dependable cements. 


BOND STRENGTH 
Supergrip cements are stronger than the materials they 
bond when used properly. 


PERFORMANCE 
Hundreds of manufacturers making millions of shoes 
depend on Supergrip Cements’ reliable performance. 


when so much 
depends on so little 


-.. depend on 


SUPERGRIP 


Cements 


It’s a thin ribbon of cement that 
forms the lifeline of the shoe... a 
cement that’s got to stand up and 
take it... its bond strength, flex- 
ibility and performance determine 
the life of the shoe. 


For added protection when attach- 
ing your soles use SUPERGRIP 
Cements ... they're stronger than 
the materials they bond when used 
properly. Shoes cemented with 
SUPERGRIP are tested every day 
on this Scott tester... they're torn 
apart to prove SUPERGRIP 
Cements are consistently reliable 
...Teasons why more and more 
manufacturers are switching to 
SUPERGRIP Cements for greater 
confidence in sole attaching ... and 
SUPERGRIP costs no more — 
SUPERGRIP gives you greater 
mileage. Actual case histories show 
up to 28% more pairs cemented 
per gallon. 


SUPERGRIP 


Sole attaching cements are products of the 
8B. B. CHEMICAL COMPANY 


United 


SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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specialists in colored patent leather 


for over 30 years 


762 FANDANGO RED 
146 RHAPSODY BLUE 
11 GUNMETAIL 
3B LN | JK 532 SUN COPPER 
‘ ACCATO BROWN 572 AMBER BRONZE 


iJ 
Colonial Tanning Co., Inec., Boston 11, Mass. ‘str) 











The American Family Is Grading Up and The Accent’s On Quality Boys’ Shoes 





Season After Season {.- 
id 


Gerberich Dealers | 


Count on 
These 
Star Performers 














"DEPENDABILITY" best describes the per- 
formance that these two lines are turning in for 
Gerberich Dealers everywhere! With each new 
season Gerberich and Gee Pees manage to 
come up with the real hot styles every youngster 
wants today. And for 38 years American 
parents have recognized Gerberich's quality as 
the best quality procurable. This dependability 
has become a firm base upon which Gerberich 
Dealers continue to build increasing sales 
volume and sound futures for themselves. 


Gerberich and Gee Pees are in-stock and are nationally 
advertised in Boys’ Life and Parents Magazine. 


SELL B YOUTHS 81/2-12-3 
BOYS 1—6 


ALL 3 7 You 
vc daha OU cinta IN STOCK TO GERBERICH DEALERS 


GERBERICH 


THE FINEST NAME IN BOYS’ SHOES 


NEW YORK LOS ANGELES PHILADELPHIA IN CANADA 
. 





